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1.1 Introduction to the Overall Dissertation 
 
This chapter covers the background of how the dissertation is developed. It will investigate and 
indicate the role and changing nature of manufacturing in the world today; it will also discuss how 
corporate social responsibility (CSR) has emerged as a concept shaping modern manufacturing. 
Critical to manufacturing, manufacturing strategy (MS) has emerged as a major framework explaining 
manufacturing production. Today, communities, consumers and governments are increasingly 
demanding CSR. Nevertheless, the integration of CSR with MS has not been well developed. It will 
be argued that the integration of the two would make stronger, more competitive manufacturers. 
Understanding CSR with MS requires new ways to merge the concepts together while ensuing their 
respective significance is retained in the process. 
 
1.1(a) Objective of the Dissertation and the Knowledge Gap 
In light of the challenges faced, as manufacturers seek to survive and extend their markets into foreign 
regions and manage their concerns over CSR, there is a lack of clear links between CSR and MS. The 
purpose of this dissertation is to investigate how manufacturing strategy can incorporate broader 
stakeholder and CSR interests while manufacturers seek to achieve financial objectives in domestic 
and foreign markets. Given the challenges for manufacturing, where companies are facing 
increasingly volatile global markets, MS needs to be reconfigured to incorporate both CSR and an 
exporting focus. Furthermore, consumers’ and governments’ expectations have themselves evolved 
as CSR and social considerations are now a key aspect. Manufacturers have responded by integrating 
CSR as part of their strategies, but an evaluation of how this is done in light of MS is not sufficiently 
clear. Furthermore, obstacles remain, primarily costs, implementation, customers’ desires or other 
similar factors that may limit what a manufacturer can do (Perry, 2012). The fact that CSR has multiple 
definitions and often there is confusion around the term, also make the study of CSR and integration 
with MS more difficult. Integrating these perspectives creates a challenge for researchers in trying to 
determine how MS is integrated with CSR and the barriers and benefits this might present. Based on 
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these challenges, this dissertiation in the forthcoming essays will answer the overall research objective 
(RO): 
 
To understand the current manufacturing picture and, in particular, how CSR is defined and 
understood within the manufacturing sector, including the barriers to and motivations for CSR 
adoption in the manufacturing sector. 
 
To address the above-mentioned RO, three research areas will be focused upon:  
 
1) The Incentives and Inhibitors for CSR adoption. 
2) Defining and understanding CSR in the current manufacturing picture, including in relation 
to domestic and foreign markets. 
3) Understanding CSR within manufacturing today. 
 
 
Addressing these three components will allow this work to address the primary objective as it develops 
a wider view of manufacturing and contextualizes it within CSR and its adoption.  
 
1.1(b) Structure of the Dissertation with Presentation of Three Inter-related Essays 
To address the RO, the dissertation presents three essays that look at manufacturing and CSR topics.  
 
Essay One 
The first essay (chapter 2) is on the presence of CSR in MS, first defining CSR based on common 
definitions, and then discussing its relationship to manufacturing. This essay’s goal is to utilise a 
systematic literature review approach, using recent works that integrate CSR and manufacturing 
together over the last five years (2012-2017). The essay looks at what has shaped the application of 
CSR within manufacturing, including in relation to initiatives and actions undertaken by 
manufacturers, and the types of theories that have shaped CSR and manufacturing investigations by 
researchers. Problems in understanding CSR as well as what has limited or facilitated its application 
will be a focus. Thus, incentives and inhibitors to CSR are investigated, where incentives and 
inhibitors play a key role in the adoption of CSR. The essay highlights that CSR incentives often 
include financial performance, employee retention and reputation, while costs and corporate culture 
often prevent the adoption of CSR. The essay also reiterates that motivations versus incentives are not 
clearly differentiated in the literature. Linking this essay with the second, it is evident that CSR can 
be difficult to implement, due to the outlined challenges, but opportunities are also present for 
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The second essay (chapter 3) provides a background to MS and discusses the implications of 
manufacturing, including entering foreign countries, in relation to wider MS strategy. The primary 
goal of this essay is to focus on international exports and the challenges faced, particularly with the 
increased need to incorporate CSR where the implications of dynamic markets are affecting countries. 
This is a conceptual essay that describes how manufacturing has historically developed and the 
challenges it faces today in exporting contexts, including how MS needs to be re-evaluated in light of 
these changes. These challenges indicate what manufacturers also have to address as they attempt to 
accommodate CSR and other challenges in modifying their strategies. From these observations, 
propositions and an understanding of MS are created from a conceptual approach. From the eight 
propositions, the first three focus on the need for an international MS to address issues of uncertainty, 
and competitiveness of processes in order to secure financial profitability. The second three 
propositions identify the need for MS to be modified in order to address the needs to the specific 
stakeholder requirements in new markets. Finally, the last two propositions focus on the specific 
changes required in DCs and capabilities as a result of the pressure diverse groups of stakeholders, 
place on the financial, social and environmental performance of companies. 
 
The essay argues that MS needs to be modified and adjusted to the needs of exporters, including the 
dynamic markets countries face, as they adjust DCs, CPs and capabilities. It is also these components 
of MS that have to account for CSR accommodation as external markets become a key focus. This 
includes addressing issues of branding, quality and technology while remaining competitive in costing 
or developing the necessary HR and organisational design systems to serve the new stakeholder 
groups efficiently. Finally, in the area of manufacturing capabilities, attending to corporate image 
environmental sensitivity, and strong relationships with stakeholders are some of the critical 
objectives related to CSR as well as attendance to the triple bottom line objectives. 
 
Essay Three 
The first two essays utilise the existing literature; the third essay (chapter 4) presents findings from 
interviews with manufacturing managers in Australia to determine the relevance of CSR, its 
application, and the incentives and inhibitors to CSR adoption. Such a focus on MS in conjunction 
with CSR in Australia provides a relatively rare opportunity to bring these areas together. The essay 
could enable the researchers to identify how manufacturing strategies are integrated with CSR, 
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providing first-hand accounts and new data from manufacturers themselves. This essay assists in 
determining how CSR is practically incorporated as part of manufacturers’ strategic decisions and 
strategies, although CSR may not formally be part of MS by responding to questions such as: 
 
1) What are the incentives and inhibitors that lead manufacturers to adopt CSR objectives in 
their business strategic choices? 
2) What are the perceived benefits of CSR for manufacturers? 
3) How is CSR integrated into overall manufacturing/business strategy? 
 
The interviews indicate that incentives are often focused on financial performance, reputation 
enhancement and employee retention, while costs and the lack of clear strategic benefits are key 
inhibitors to CSR. Nevertheless, differentiating motivations from incentives is difficult. Some 
manufacturers may feel obliged to benefit society with their actions, while others simply respond to 
CSR due to incentives such as better profits. In effect, manufacturers could struggle with 
implementing CSR with their MS, but incentives are present to allow successful exploitation of MS 
in foreign markets if companies take a proactive approach. This includes better coordination and the 
integration of strategy with stakeholders.  
 
Overall, the link between these three essays is the focus on how CSR and having a stakeholder focus 
interlinking it with MS in light of increased foreign competition, could facilitate successful 
manufacturing approaches to foreign markets. With globalisation being a key concern for 
manufacturers, balancing CSR and stakeholder considerations is potentially complex and poorly 
understood. Using a combination of the extant literature and new empirical evidence from Australian 
manufacturers, this dissertation will attempt to address the research gap. Figure 1 highlights the key 
areas addressed by this research, including the three essays incorporated and the overlap of CSR and 







            Figure 1.1: Three essay focus areas and research overlap 
 
1.1(c) Some Key Definitions 
This section includes the definitions used throughout this dissertation: 
 
Corporate Social Responsibility (CSR): “A concept whereby companies integrate social and 
environmental concerns in their business operations and in their interaction with their stakeholders 
based on a voluntary basis” (European Commission, 2002, p. 2). 
 
Manufacturing: The process where raw materials, components, or parts are converted and adapted 
into finished goods that fit customer expectations or specifications (Tempelman et al., 2014, pp. 1-2). 
 
Manufacturing Strategy: Wickham Skinner (1969) was the first to publish the concept of MS. Later 
refinement has produced a simple and direct definition, referring to it as “a pattern of decisions 
affecting the key elements of a manufacturing system” (Hayes & Wheelwright, 1984, p. 17). 
 
Stakeholders: “Any group or individual who can affect or is affected by the achievement of the 
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1.2 Dissertation Background 
 
This section focuses on the background to the dissertation, framing its relevance and importance in a 
wider scope of study. It first begins with an in-depth look at global manufacturing trends and 
manufacturing in Australia, and highlights the importance of this sector, thereby providing a raison 
d'être for a focus on it. This is then followed by positioning the role of manufacturing strategy (MS) 
and concludes with the discussion on the link between MS and corporate social responsibility (CSR) 
and some concluding thoughts.  
 
1.2(a) Trends in Global Manufacturing 
Globally, manufacturing continues to be important for national economies, including developed 
countries that have shifted towards either being knowledge-based economies or service-oriented 
industries (Sethi et al., 2018; Kristianto et al., 2017). In such cases, national policies even for 
developed economies continue to see manufacturing as part of strategic national policies that employ 
large numbers of people and boost the wider economy. For developed and developing economies, 
manufacturing will likely be a central focus in private industries and government policies in the 
decades to come, particularly in the innovation sectors (Dodgson, 2018). In Australia for example, 
manufacturing has been seen by successive governments as a key focus in developing the economy. 
Despite its more recent weaknesses, manufacturing has the potential to create a broad base of 
employment and provide other multiplier benefits (Austrade, 2018; Dean & Spoehr, 2018). In other 
developed countries, such as the United States, manufacturing is seen as critical to economic growth 
where it can contribute to innovative products, new technologies and employ a large number of the 
workforce. Overall, it has the effect of providing accelerated economic growth. Small sectors in US 
manufacturing, amounting to 3% of GDP, drove more than 50% of economic productivity growth in 
the 1990s (Pisano & Shih, 2012, p. 40). In developing countries, those with a larger manufacturing 
sector show stronger positive GDP growth, while manufacturing is also seen as a way to reduce 
poverty with high levels of employment (Lakhera, 2015, p. 134).  
 
Nevertheless, it has become clear that trade and demand, at a global level, has meant that low cost 
manufacturing countries “where...emerging economy firms in China, India and Brazil attempt to 
expand their businesses across borders” are benefiting from restructuring in developed countries’ 
manufacturing (Li et al., 2015, p. 170). Other countries, such as Indonesia, Sri Lanka and Vietnam, 
have also emerged as manufacturing regions that trade in low-cost goods such as textiles (Abernathy 
et al., 2006). This has come at a cost to developed countries’ manufacturing. Agreements on free trade 
and tariff reductions between countries on trade goods have meant lower prices on many consumer 
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products, while also increasing competition in markets. Recent World Trade Organization data 
indicate that there are 459 regional trade agreements (RTAs) that correspond to bilateral agreements 
or involve more countries in developing preferential trade, which represents more than a five-fold 
increase since 1990 (WTO, 2018). Such agreements enable reduced tariff trade to facilitate easy 
movement of goods. While this would suggest that manufacturing has now spread across regions and 
countries, the result has largely been a reorientation of manufacturing to lower-cost countries, at least 
for low-cost commodities such as clothing and basic consumer products. 
 
During the past two decades, researchers demonstrate the decline of manufacturing in many countries, 
particularly developed countries, and began to spell out that manufacturing was ‘dying’ and could 
face extinction (Bernard et al., 2006). Countries in a vulnerable economic condition, with high short-
term debt for instance, suffered more greatly from the financial crisis of 2008 and in the years that 
followed. This affected countries heavily reliant on exports, where reduced demand and debt exposure 
led to significant growth declines (>10% GDP) in regions such as Latin America (Berkmen et al., 
2012). Poverty in sub-Saharan Africa, which had been increasing its export contribution to GDP to 
over 15% in some cases, began to sharply decline as the demand from developed countries receded 
(Allen & Giovannetti, 2011). 
 
Despite these challenges, manufacturing continues to be a critical sector in national economies. The 
World Bank estimates that, in 2017, manufacturing contributed roughly 16% of global GDP, although 
this number has been declining from about 18% in the 1980s (World Bank, 2018a). There is a shift 
towards service products in some places but manufacturing still has great relevance for many 
developing and developed countries, spanning basic consumer goods to new technologies.  In terms 
of employment, manufacturing involved about 22% of the global workforce in 2017 (World Bank, 
2018b). While these numbers show that there is an important role for manufacturing to play in today’s 
global economies, manufacturers see even greater potential. In particular, investment in 
manufacturing has increased, where today 86% of the top 100 companies that spend on R&D are 
manufacturing-based firms (Deloitte, 2018). Technologies, such as artificial intelligence and smart 
phones, have led a revival in investment opportunities, where companies see large growth potential 
in some sectors. Incorporation of technology and automation in manufacturing shows that growth is 
likely to happen more greatly in some sectors.  
 
Technology, however, is not the only factor that contributes to greater growth in manufacturing. 
Increasingly, analysts see social responsibility and greater awareness of social benefits incorporating 
stakeholders in manufacturing as critical to growth (Gunasekaran & Spalanzani, 2012). Customers 
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around the world are also increasingly demanding products that have a lower impact on the 
environment, and that manufacturers do not abuse labour and generally follow established social 
principles (Swink et al., 2005; Heath & Norman, 2004).  
 
Certifications and compliance become a major focus area for the manufacturers, where their socially 
responsible products appeal to the sensitive customers and become a marketing strategy (Husted et 
al., 2016). Corporate scandals frequently make the news where there has been an increase in awareness 
that corporate behaviour should follow moral guidelines and social responsibility rather than simply 
profits (Daudigeos & Valiorgue, 2011; De Giovanni, 2012). In a 2018 survey, 49% of employees had 
witnessed economic crime or fraud within their organization in the last 24 months (PWC, 2018, p. 5). 
Increasingly, it is recognised that something has to be done to improve how companies operate, 
leading to nearly 59% of CEOs feeling they need to increase awareness in corporate accountability 
(PWC, 2018, p. 7). 
 
While technology and developed capabilities allow companies to successfully exploit markets, the 
application of CSR is increasingly required to successfully develop brand reputation, retain quality 
employees, have less impact on the environment, and create better customer perceptions (Singh et al., 
2016; Hur et al., 2018). In effect, actions that incorporate CSR that considers internal and external 
stakeholders help to enable MS to differentiate a company from its competitors. It also allows 
manufacturers to address local customs and market conditions, where CSR can be adjusted to the 
needs of external markets. 
 
The integration of CSR with MS is required if companies are to successfully navigate emerging 
markets and opportunities, as consumer tastes and government actions begin to affect how 
manufacturers operate in exploiting new and also dynamic markets. Social and environmental 
responsibility has become part of the strategy for companies to develop their products, including in 
foreign destinations. Without formalising it, CSR has become part of corporate strategy (see, Vitolla 
et al., 2017). Extending corporate strategy to MS, however, has not been formalised. Nevertheless, 
there is increased pressure for CSR actions such as incorporating Global Reporting Initiatives (GRI) 
and International Organization for Standardization (ISO) standards that limit pollution, improve 
employee rights, conduct philanthropy, improve corporate ethics and provide greater social benefits, 
not only to a limited number of individuals associated with a manufacturer but also to those outside 
(Antolín-López et al., 2016). These issues are discussed further in the sections below following the 





1.2(b) Australian Manufacturing Trends 
Manufacturing in Australia is seen as a critical sector for the national economy, as it currently 
contributes approximately a third of all exports and has the potential to expand (OECD, 2016; World 
Bank, 2016; CSIRO, 2017). Historically, it is of vital importance to Australian society because it has 
helped to provide high quality jobs, expand economic output, and enabled Australia to be competitive 
on the world stage and become a major economy. Nevertheless, this standing is now under threat as 
shifts in wider, macroeconomic trends begin to face the manufacturing sector (Bryson et al., 2015). 
Manufacturers face challenges from low-cost production places, intense competition from cheaper 
product substitutes, CSR and intense legislative obligations related to their compliance certifications 
and global trade (Bryson et al., 2015). Increasingly, CSR is viewed as a way to increase brand 
reputation and retain quality employees, while having less impact on the environment (Singh et al., 
2016). Strategic manufacturing choices need to address trade challenges while also incorporating CSR 
to leverage and position a manufacturer to be competitive (Atkin & Connolly, 2013). 
 
To illustrate the challenges faced by manufacturers and the need to develop MS, Australia is provided 
as a case study in this dissertation. During the 1950s, the Australian government began to focus on 
manufacturing and enabled the growth of local manufacturing with protective tariffs (McLean, 2004). 
The country is rich in resources and close to large Asian markets. This gave manufacturing time to 
develop and compete on the world stage, allowing Australia to be ranked highly as an exporting 
country in the late 20th century. Factors such as the depreciation of the dollar, investment in innovation 
and technology, increased domestic demand and the government’s focus on exports helped drive 
development of the manufacturing sector (Hunt, 2009; ABS, 2001; Soosay et al., 2016).  
 
However, at the beginning of the 21st century, a decline in manufacturing exports began to become 
increasingly apparent (Dwyer & Fabo, 2001). Since the 1970s, manufacturing’s contribution to the 
overall gross domestic product (GDP) has been shrinking (Kryger, 2014). Manufacturing has declined 
from about 18% of GDP to about 6% in the last three years (CSIRO, 2017). The industrialization and 
exports of Asian countries, including Japan, China and the economies of East Asia have contributed 
to this decline (Connolly & Lewis, 2010), while the high exchange rate of the Australian dollar, high 
wages and the small size of the domestic market have affected growth (OECD, 2016; World Bank, 
2016). Over the last few years, approximately 8% of the total Australian workforce was involved in 
the manufacturing sector, and in the last five years, the manufacturing sector has been declining, down 
by over 3% in income growth (ABS, 2017-2018). In 2016-17, the value of goods manufactured 
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decreased to A$363 billion, a more than A$9 billion decline from the previous year (ABS, 2016-
2017b). 
 
Despite this decline, the government sees manufacturing (as a whole sector) as a critical focus area in 
the Australian economy (CSIRO, 2017). The sector continues to produce high quality jobs, with 80% 
of workers employed in full-time jobs with comprehensive benefits (Gahan, 2014. In fact, recent data 
(ABS, 2016-2017a) show that the manufacturing sector has among the highest overall salaries paid to 
employees among all sectors in Australia, at over $55 billion Australian dollars. Therefore, even 
though there are declines, boosting the manufacturing sector is a high priority, given its economic 
benefits and long-term advantages for the economy.  
 
Analysts have stated that the future of Australian manufacturing lies in developing advanced, 
technology-based manufacturing, which can enable Australia to develop advantages and become 
internationally competitive (CSIRO, 2016. In a government-sponsored report (“Smarter 
Manufacturing for Smarter Australia”) it was highlighted in 2012 that manufacturers need a more 
developed MS to exploit export markets (Prime Minister’s Manufacturing Taskforce, 2012). 
Improved manufacturing results will involve the incorporation of innovation and managerial attitudes 
to integrate developed MS. Analysts have also stated that achieving positive outcomes in the 
manufacturing sector in Australia will be possible if emphasis is put on exports, innovation and 
increased productivity and training for workers as part of a broader strategy (Harcourt, 2000; Green 
& Roos, 2012). CSR was also presented as critical in order for the sector to be sustainable globally.  
 
Growing in new foreign markets is seen as a choice that needs to be incorporated by manufacturers in 
their strategies. Bryson et al.’s (2015) study shows that for Australian manufacturing organizations to 
operate at global competitiveness levels, they need to increase their access to overseas markets.  
However, this requires adopting an appropriate MS to develop appropriate competitiveness (Atkin & 
Connolly, 2013). Swink et al. (2005) suggested that the fast development of new products, dependable 
deliveries, superior reliability and quality, as well as short delivery cycles are key elements of 
manufacturing performance and have to be addressed. However, these requirements could be 
overcome by Australia’s manufacturers, particularly as they begin to embrace new technologies. As 
consumers increasingly want products that incorporate elements of CSR, Australian manufacturers 
could potentially focus on products that integrate new technologies or leverage resources that provide 
benefits in terms of environmental impact, improve employee work conditions and provide 




Currently, manufacturing activity of Australian companies in new markets overseas has not reached 
its full potential. More than 80,000 Australian manufacturing businesses were registered in 2016, but 
only 9000 of them were selling their products overseas (ABS, 2016). Two-thirds of these international 
initiatives fail within the first year, with significant losses that affect their domestic operation and their 
overall business growth. The main reason identified was the lack of strategic preparation to deal with 
the volatility and unpredictability of the new and unfamiliar markets (Mora, 2015). Many of the 
Australian manufacturing exporters are small and medium-sized enterprises, with only 10% being 
large businesses. Of these 10%, however, they produce nearly 90% of export volume (ABS, 2016). 
However, a comparison with other countries should take into consideration that the size of a business 
is defined differently in various countries. For example, in the USA a small business is defined as one 
that has fewer than 1500 employees with a company worth of US$35.5 million (SBA, 2018). In 
Australia, a small business is defined as having fewer than 20 employees; medium size is between 20 
and 199 (ABS, 2016). 
 
Despite the challenges, Australian manufacturing does have the potential to turn around with a focus 
on strategies that promote advanced technologies, exporting and focus on CSR, as indicated above. 
These themes are further reflected in the practitioners’ views (see essay 3, chapter 4). For 
manufacturers, these strategic choices need to address issues of costs and financial viability while 
satisfying customers, legislative bodies and the broader community and stakeholders with the quality, 
flexibility and delivery of their products and production processes. The next section discusses 
concepts in relation to MS and its importance for the manufacturing sector.  
 
1.2(c) Manufacturing Strategy (MS)  
To address manufacturing challenges, new perspectives are needed that also accommodate new 
challenges that industries face. Singh et al. (2008) and Löfving et al. (2014) verified that a MS derived 
from primary corporate business strategic directions is linked to the success of manufacturing firms. 
Singh and Mahmood (2014) and Da Silveira and Sousa (2010) have found that a direct relationship 
exists between MS and the performance of the firm. Similarly, Lee and Habte-Giorgis (2004) add that 
a successful MS includes capabilities such as innovation and product diversification, that link to a 
firm’s economic performance and growth. 
 
Manufacturing Strategy (MS) Theory had been developed to evaluate how manufacturers operate. 
The MS theory was developed by Skinner (1969) as a way to understand manufacturing operations in 
relation to wider corporate strategy. During the development of MS theory, many countries had, at 
the time, developed protectionist policies that often sheltered their manufacturers from extensive 
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foreign competition in many different industries (Gomes, 2003). While the framework of MS was 
developed to determine how companies navigate their MS in relation to their wider strategic 
objectives, the context in which this framework developed is different from today’s more globalized 
and internationally competitive manufacturing landscape. With the reduction in tariff barriers brought 
about by World Trade Organisation (WTO) negotiations, increased free trade agreements (FTAs) and 
open market policies being pursued, competition increased substantially (Greenaway & Kneller, 
2007). In addition to competition from developed countries, developing countries, such as China and 
Brazil, put increased pressure on developed countries’ traditional manufacturers in many industries, 
such as consumer products and machine goods, while developing countries also competed with each 
other (Mesquita Moreira, 2007).  
 
As developed country manufacturers in some sectors have attempted to compete at global levels 
(Bryson et al., 2013), there is evidence of a corresponding change in MS being deployed to create 
coherent and effective competitiveness at national and international levels (Atkin & Connolly, 2013). 
Changes in the last few decades have meant that the MS developed in previous decades needs to be 
re-evaluated, particularly for developed countries that are now facing new competition. With 
globalization and increased international trade, manufacturers have had to evolve strategies more 
rapidly, which has included developing their decision categories (DCs), competitive priorities (CPs) 
and capabilities (Wheelwright, 1984). DCs are resources and management that help to implement and 
foster a wider strategy. CPs are operational aspects that generally focus on costs, flexibility, delivery 
and quality (Hayes & Wheelwright, 1984). Capabilities are the products of DCs and CPs, which 
represent routines that operationalise strategic focus. Furthermore, Julien and Ramangalahy (2003) 
and Okpara (2010) found that the performance of a manufacturer is dependent on the decision-making 
capabilities of its managers. It is not only capabilities that must develop but also strategic decision-
making through a strong managerial system capable of adapting to changing and competitive market 
conditions. In the second essay (chapter 3), MS is discussed in more detail, where these terms and 
concepts are elaborated on. Here, MS is introduced more comprehensively as a historical development 
in manufacturing. 
 
Bryson et al. (2015) found that organizations with international operations can reduce their operational 
costs, which could then minimize risks as cost savings are made. This includes developing innovation 
as a key driver for manufacturers to grow in foreign markets. A MS aligned to international activity 
will reduce the effect of risk and market uncertainty by assisting the manufacturer to acquire the 
appropriate set of resources, including the managerial skills and the techniques required to overcome 
the challenges posed by foreign markets (Ghauri et al., 2003). For example, an effective MS can 
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include an information network that will foster the capabilities of the firm, resulting in not only 
increased export volumes but also export performance. It has been demonstrated that factors that can 
influence the growth of manufacturing firms include strong relationships with overseas distributors, 
clients and the culture itself (Nes et al., 2007), where experience, trust and investment in long-term 
relationships are often just as critical as developing effective products. Capabilities that need to be 
developed include operational and managerial flexibility to change cultural and economic 
circumstances and expectations (Van den Heuvel et al., 2013), which allows product customization. 
For example, aligning with the Australian government’s interests, expanding technology and 
knowledge-based products that enhance capabilities may also require better integration of CSR needs 
for foreign and domestic markets, creating advantages for firms looking to improve reputation, 
strategic positioning and to retain well-trained staff (Torugsa et al., 2012). CSR represents not only a 
major challenge but also an opportunity, where CSR can help integrate technology, innovation, and 
other aspects of manufacturing that can make a country more competitive and also improve work 
conditions, communities, the environment, and provide other benefits (Halkos & Skouloudis, 2018).  
 
For developing economies, the role of MS is equally critical as manufacturers have faced increasing 
pressure to compete with other developing and developed country manufacturers, with cost reductions 
being among the primary goals for large markets (Kaynak, 2014). Primarily, it has been demonstrated 
that organizations who have effectively developed a MS and exploited international markets and 
operations can also reduce their operational costs, including in their domestic markets (Bryson et al., 
2015). Having a well-developed operational strategy that integrates strategic intent, focus, fit and 
resources for production that spans multiple countries and markets has created distinct advantages for 
many multi-nationals as well as for smaller manufacturers (Maylor et al., 2015). 
 
Simply growing a business overseas, however, is not generally seen as the only challenge 
manufacturers face as they try to compete. While MS has a much longer history of development and 
is continually studied with new perspectives being presented continually, other parallel developments 
need to be considered as manufacturers come across social concerns that impact growth if 
manufacturers are found to be negligent. This could mean that MS needs to account for multiple 
stakeholder considerations, particularly as manufacturers adjust their DCs, CPs and capabilities. This 
is evident in such areas as new technologies and production that makes manufacturing more 
environmentally friendly (Johansson & Winroth, 2010). One of the challenges is that markets are not 
all the same and successful exploitation requires adjusting to local norms or customer expectations, 
including ethical practices and environmental policies (Löfving, 2016). A key area of concern has 
been the inclusion of social responsibility and standards that not only consider the manufacturers and 
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shareholders, but also the external stakeholders who include potential customers and the wider public 
(Azizul Islam & Deegan, 2008; Gugler & Shi, 2009).  In effect, such social considerations have begun 
to affect how MS is understood by manufacturers. Customers, community and governments act as 
stakeholders, demanding that manufacturers commit to given guidelines or types of manufacturing 
that force MS to adjust to such realities in order to be successful; this is often seen in areas dealing 
with the environment or employee rights (Joo et al., 2018; Costa et al., 2015). The next section 
overviews how MS is linked to CSR. 
 
1.2(d) MS and CSR Link 
Although research has largely not investigated the integration of MS with CSR, both topics have been 
key areas of focus separately, as highlighted above for MS. CSR is commonly defined as: “whereby 
companies integrate social and environmental concerns in their business operations and in their 
interaction with their stakeholders based on a voluntary basis” (European Commission, 2002,: 3). 
Another concept related to CSR is corporate sustainability (CS), emphasizing similar aspects of 
behaviour and responsibility that corporations voluntarily undertake to improve economic, social and 
environmental concerns (Salzman et al., 2005). Overall, however, the terminology of CSR has seen a 
variety of definitions in the extant literature (Dahlsrud, 2006). This might mean there is a lack of 
consensus on what CSR means and its application; it also means there could be confusion as to how 
manufacturers understand CSR, as the literature could likely lead to practical confusion in the 
application of CSR or, simply, there is ignorance about what CSR is in the business world.  
 
CSR has effectively three main focus areas, often associated with and influenced by the triple bottom 
line (TBL) (Norman & MacDonald, 2004), focusing on economic (e.g., financial concerns, 
shareholder wealth, profits), social (e.g., community awareness, safety) and environmental (e.g., green 
production, recycling) concerns. The first characteristic highlighted, economic considerations is what 
manufacturers pursue as they exploit foreign and domestic markets and attempt to succeed. 
Manufacturers attempt to be successful in their strategic pursuits, and success enables firms to focus 
on wider social interests as well (Freeman & Velamuri, 2006). Despite the lack of consensus in the 
meaning of CSR, some generalizations could perhaps be drawn. Overall, a successful CSR strategy 
requires addressing part or all three areas of the TBL. Social actions are those that address the wider 
society and communities that may be affected by operations (Russo & Perrini, 2010). Environmental 
actions are also critical because they minimize impact to the environment through less destructive 
production methods, reduced pollution or products that are less harmful. Products, even if they are 
more expensive, are made so that they have less impact on the surrounding environment. This concept 
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overlaps with so-called ‘green manufacturing’ and related concepts, which emphasise 
environmentally-friendly production and manufacturing techniques (Guo et al., 2015). 
 
While TBL is a key focus, there are other components to CSR behaviour and compliance. To guide 
actions, companies sometimes use guidelines such as the Global Reporting Initiative (GRI) to help 
implement CSR (Ellerup Nielsen & Thomsen, 2007). Other standards include the use of ISO 26000, 
which has become the main standard firms utilise to help define their CSR deployment (Castka & 
Balzarova, 2007). Overall, actions which are seen as voluntary and philanthropy is a key focus, where 
manufacturers take action to address wider stakeholder concerns. Manufacturers are increasingly seen 
as needing to be responsible for addressing concerns in addition to those of the shareholders and those 
most immediately related to a company such as management. Furthermore, such considerations are 
increasingly being asked for, domestically and internationally, by customers as well as governments 
and policy makers (Ditlev‐Simonsen & Wenstøp, 2013). Manufacturers need to consider stakeholders, 
who are seen as individuals or entities inside and outside of the firm that affect or are affected by, a 
given manufacturer; external and internal stakeholders are a critical component within CSR and the 
CSR-related literature (Freeman et al., 2010; Donaldson & Preston, 1995; Freeman, 1984).  
 
In building CSR as a theoretical approach, Carroll’s (1991) pyramid has been commonly used to 
develop business practices that frame actions and ways companies can approach CSR, while 
integrating them with strategic objectives. Firms focus on profit establishment, as a first step, but they 
should also focus on legal compliance as an important aligned step (McWilliams, 2014). They then 
look beyond simple legal requirements, and ethical practice is developed. They can then focus on 
philanthropic needs, which also include social, economic and environmental interests. The key, 
however, is that profits have to be developed first in order for the other steps to be successfully 
implemented. Carroll’s (1991) pyramid approach has been modified and the definition of CSR has 
been adjusted as, in the case of Carroll and Buchholtz (2015), CSR is a concept that reflects standards 
created by society, that is, it must serve the norms and culturally accepted standards in which that 
organization exists. CSR is also embedded in the concept of stakeholders, where it addresses the 
concerns of a wide number of stakeholders who are outside of the firm as well as within.  
 
Stakeholder theory is often applied as an embedded concept within a firm’s responsibilities beyond 
its owners and employees and towards society at large, including in foreign and domestic markets, 
where environmental and social concerns are incorporated as relevant stakeholders, which includes 
individuals and organizations inside and outside the firm (Freeman, 2010). In navigating stakeholders, 
the research literature has shown links between stakeholder considerations, that is, not only the 
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considerations of the shareholders or owners of a company, but also wider strategies that can improve 
reputation, financial performance and employee retention in competitive markets (Mishra & Suar, 
2010; Zhu et al., 2014). In general, the performance of companies has been shown to improve when 
stakeholders, in and outside the firm, are considered as part of the strategic perspective that 
manufacturers take.  
 
To make improvements, manufacturers may need to categorize and understand the relevance of 
stakeholders’ expectations vis-à-vis CSR to their performance. Stakeholder theory has been a key 
focus in looking at how wider stakeholders are considered in application to economic, social and 
environmental considerations. Stakeholders, where they integrate CSR needs, can be categorized into 
broad and narrow perspectives in relation to how they affect and are affected by manufacturers, such 
as primary and secondary stakeholders (Mitchell et al., 1997). Mitchell et al. (1997) differentiated 
characteristics of power, legitimacy and urgency in stakeholder relationships to identify the 
significance of stakeholders to firms. There has been a demonstrable link between financial 
performance and companies that are attentive to relevant stakeholders. Jensen (2002) argues the long-
term maximization of the value of a firm’s objective that integrates CSR interests is a way to achieve 
long-term strategic success. Objectives that include such CSR interests have resulted in positive 
outcomes for companies attempting to create niches in a given business environment (Carroll & 
Shabana, 2010). For instance, firms may have targets for achieving greater use of recycled materials 
or reducing their carbon footprint, which customers may not only appreciate but also be willing to pay 
higher prices for them (Hassan & Ibrahim, 2011). This shows that concerns that extend outside of 
immediate profits and those that incorporate relevant CSR and stakeholders, inside and outside the 
firm, could help manufacturers achieve strategic success in export markets and destinations. In fact, 
addressing stakeholder and CSR concerns has created new strategic gains for manufacturers who have 
built brand reputations on being associated with interests other than only their shareholders (Young 
& Makhija, 2014). Firms that develop a shared vision, stakeholder management and strategic 
proactivity have a strong relationship with supporting economic growth and prosperity, social 
cohesion and equity and environmental integrity (Torugsa et al., 2012). 
 
Manufacturers have begun to adopt advantages given by CSR. For instance, they have integrated and 
leveraged CSR so that it can improve performance measures, such as corporate financial performance, 
and reputation in particular (Van der Laan et al., 2008). Other reasons to align CSR closely with 
actions undertaken are to help retain employees while also motivating them to be more productive 
(Harrison et al., 2013).  In a study of Spanish firms, CSR promotes increases in labour productivity 
and employee benefits, including in the quality of processes and products implemented, which, in 
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turn, promoted innovation (Sánchez & Benito-Hernández, 2013). For developing countries, dealing 
with labour issues, and environmental concerns are becoming increasingly important due to pressure 
from developed countries demanding export products (Shanmugam, 2013; Lund-Thomsen et al., 
2016). Strategic decisions that align goals and incorporate applied strategies with CSR enable positive 
reputation benefits while also helping improve strategic positioning (Vitell, 2015). There is a need, 
therefore, for formalised strategies to best incorporate CSR with MS from the early stages of strategic 
development, rather than to apply CSR as an afterthought or haphazardly. Thinking of CSR needs for 
specific markets, allows successful strategic development to be possible that enhances long-term 
potential for manufacturers. 
 
Enhancement of reputation and better alignment of strategy, where technology could be improved for 
example (e.g., green manufacturing technologies) that address community, government and wider 
stakeholder interests, could provide long-term advantages for firms (Flammer, 2015; Govindan et al., 
2015; Carroll & Shabana, 2010). It was found that over 80% of global consumers expect some 
accountability or feel it is necessary for companies to address pressing environmental and social 
concerns (Cone Communications, 2015). It was estimated that, by 2012, companies that invested in 
carbon-reducing technologies had an ROI of over 34%, and 88% of so-called ‘green’ projects 
succeeded in producing economic benefit (Korngold, 2014, p. 57).  Another study (Cordeiro & 
Tewari, 2015) found that compliance with government environmental protection regulations assists 
in manufacturing exporting performance due to customers’ requests for environmentally friendly 
products.   
 
It is not just companies that benefit but also consumers. A 2014 study that looked at global consumer 
expectations, the Nielsen Group showed that 67% of employees prefer to work for a socially-
responsible company, 55% of consumers prefer to pay more for a socially-responsible product, and 
52% of consumers had made a recent purchase based on the social responsibility of the product 
(Nielsen, 2014). CSR allows companies to create new economic opportunities while also benefiting 
in different strategic ways. For instance, in a recent survey by McKinsey, more than 40% of 
investment professionals, CSR professionals and CFOs see that CSR adds more than 2% growth to 
their firms (McKinsey, 2018). In other words, through the application of initiatives that concentrate 
on the environment, social, or economic responsibilities, corporations can enhance their bottom line 
by taking advantage of CSR. In that same survey, CFOs said CSR does this by helping them maintain 
a good reputation (>79% of respondents), attracting motivated employees (>52%), meeting societal 
expectations (>43), and improving operational efficiency (>39%). Many technologies today, such as 
clean technologies and carbon-reducing production, are seen as key to developing future economic 
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growth. In the case of carbon reduction, such technologies benefit society by reducing pollution and 
also introduce innovation through new technologies and new markets. This shows it is not only 
companies that are recognizing the importance of integrating CSR into their business, where CSR 
could potentially have economic multiplier effects, but consumers have also increased their 
expectations of CSR. In effect, there is an awareness of the need to closely align strategies undertaken 
by firms with those of CSR to best leverage the benefits of CSR to increase and improve their financial 
performance.  
 
Although CSR is of increased interest to manufacturers in developing and developed countries, 
obstacles remain in CSR implementation (Torugsa et al., 2013). Primarily, some manufacturers, 
including low margin industries such as textiles, clothing and food manufacturers, have struggled to 
implement CSR, where the high costs of CSR, the low benefits and a lack of corporate culture might 
be seen as impediments to implementing CSR (Soltani et al., 2015). For some firms, it may be a better 
or even an acceptable risk to ignore CSR, as competitive advantages from adopting CSR might be 
minimal. For instance, in textiles where margins are low, manufacturers could be tempted to forego 
CSR practices. In such cases, manufacturers may try to do the minimum, fulfilling industry or 
expected obligations (Groza et al., 2011). For some industries, CSR may simply matter less and have 
few clear benefits. It was found in the food industry in Germany that consumers were not aware of 
CSR in relation to products, making it more likely that firms may respond passively to CSR, and only 
apply CSR when it was required (Hartmann et al., 2013). On the other hand, for some firms, including 
for instance technology and consumer product manufacturers, CSR is generally seen as a benefit and 
incentive because of gains in reputation, corporate financial performance and overall strategic benefits 
(Kashmiri et al., 2017).  
 
Innovation and CSR are often co-related, where developing technology for social benefit helps create 
niche advantages for manufacturers; CSR also helps to retain employees and increases their 
motivation and productivity (Bhattacharya et al., 2008). Manufacturers could justify increased costs 
by branding their product as ‘green’, ‘environmentally-friendly’ or even ‘ethical’ as a way for 
consumers to feel good about purchases or potentially purchase products that cause less harm to the 
environment. This is more likely with higher-end consumer products, such as electronics, as 
consumers already expect to pay a higher price (Parsa et al., 2015). Furthermore, consumers simply 
expect more when paying even higher prices; they feel their choices lead to better corporate behaviour 
and less harmful labour practices and environmental outcomes (Groening et al., 2015). The literature 
shows there are both opportunities and barriers for manufacturers as they seek to better incorporate 
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CSR in their activities and expand their enterprises, while also facing increasing competition in many 
areas. 
 
Nevertheless, given the increased pressure manufacturers are facing in applying CSR, and while 
competition in export markets has driven costs in some industries and led manufacturers to develop 
more effective MS applications, integrating CSR in such scenarios would appear challenging. In fact, 
studies show that increased costs and lack of clear operational benefits have been cited as common 
inhibitors to the adoption of CSR (Dupire & M’Zali, 2018). In effect, what has been causing 
manufacturers to adapt their MS also affects the ability of firms to apply CSR. However, there are 
also opportunities, and manufacturers could see CSR and stakeholder interests, in general, becoming 
a part of their strategies to increase market share. 
 
The challenge that has emerged is to increasingly integrate stakeholder interests, and CSR, and 
develop strategies that account for such interests while successfully adjusting to the realities of global 
competition. To investigate this topic, the research presented evidence of the increased pressure for 
manufacturers to apply CSR and address stakeholder interests that extend beyond shareholders and 
management. In addition, the research identified the steps undertaken by manufacturers to adjust to 
competition specifically by developing their domestic and export markets, and how MSs have 
addressed export market growth. The incentives and inhibitors to applying CSR are investigated 
within this perspective. Thus, the development of MS in the light of stakeholder and CSR concerns 
and adoption is the primary focus for this study. 
 
1.2(e) Conclusion 
The statistics on manufacturing and CSR highlight the duality whereby manufacturing continues to 
have great significance for global economies, while it is often seen as the engine of growth in the 
developed and developing nations. On the other hand, CSR is also seen as an important component to 
increase strategic benefits for firms. CSR and MS should not be seen as mutually exclusive; strategies 
to benefit manufacturers have incorporated CSR, as demonstrated in the McKinsey survey, where a 
high percentage of firms see the need for CSR incorporation as part of normal business activities 
(McKinsey, 2018). Nevertheless, despite their importance, the formal integration of CSR with MS is 
largely missing from the literature, indicating a clear theoretical and empirical gap. There is a need, 
therefore, to investigate how CSR incorporation benefits firms, and the incentives that may facilitate 




The benefit of this type of focus is that it will enable a better understanding not only of the business 
environment that sometimes limits manufacturers, but also the challenges of incorporating CSR and 
stakeholder considerations as manufacturers attempt to expand their markets into foreign countries. 
There is little known about what manufacturers will, or even currently, face in their attempts to balance 
and integrate CSR into their wider strategies, including integrating stakeholder interests into their 
manufacturing focus. Furthermore, wider academic theory has rarely examined the role of CSR in 
MS. This research presents this relationship in a conceptual framework for global market conditions, 
how it is examinedby the literature, and its practical application in the context of Australia. It will 
provide academic benefit and theoretical novelty that demonstrate further potential to expand cases to 
address this theory development. More practically for manufacturers, the research can be utilised to 
demonstrate where gaps in the knowledge, the current business environment and wider corporate 
concerns may limit CSR and MS integration, particularly under dynamic market conditions. This 
dissertation makes important contributions in assessing the role and function of CSR utilising 
empirical case studies, and brings together MS and CSR concepts, theories and application. This is 

























Essay 1: CSR Strategic Choices, Incentives and Inhibitors in a Manufacturing 




Purpose: Corporate social responsibility (CSR) has become increasingly critical for manufacturers, 
nevertheless, motives for its implementation as part of a manufacturing strategy (MS) are not clearly 
presented. Financial and other performance benefits are evident from CSR implementation in many 
industries; however, why firms adopt CSR may not always relate to performance or strategic benefits. 
This essay provides a review of the extant literature to better understand the focus on motivation for 
applying CSR by manufacturers in order to understand why CSR is or is not a focus for firms within 
their MS. 
 
Approach: A literature review is conducted to understand the role of CSR and manufacturing 
strategy. The role of incentives and inhibitors to applying CSR is investigated using the extant 
literature covering 39 A and 2 A+ journal articles from the Australian Business Deans Council 
(ABDC) 2018 list, published between 2013-2017.  
 
Findings: The literature review demonstrates that environmental and social concerns drive most CSR 
implementation; and stakeholders such as customers, employees and the ecological environment are 
its primary drivers. Incentives regarding economic benefits have shown that manufacturers see 
financial/performance benefits in CSR. Inhibitors to CSR revolve around financial costs or lack of 
clear strategic benefits. A renewed focus on underlying motivations in the application of CSR, 
including the role of personal values, and evolving cultural perception over time, could be applied to 
understand why firms adopt CSR. Data collection methods need to better integrate analytical and 
empirical approaches to make academic and practical contributions. 
 
Practical and Academic Implications: CSR studies need to better focus on motives for its adoption 
rather than incentives and inhibitors. Researchers need to incorporate analytical and empirical 
approaches in order to bridge theory and empirical research. Industry stakeholders can benefit from a 





Originality/Value: This essay benefits academia, as it enhances understanding of CSR within MS 
research. For industry, the benefit is that it enables manufacturers to perceive what influences are 
likely to affect future decisions, particularly as they might attempt to create situations where they may 
adopt CSR. The review can be used to determine factors that have commonly pushed firms to adopt 








This essay analyses the literature in order to critically examine trends and directions on factors that 
incentivize or inhibit manufacturers in applying corporate social responsibility (CSR) practices to 
their manufacturing strategies. Why manufacturers implement CSR, or not, will allow them to gauge 
the importance of CSR for their respective firm. Second, drawing upon the assertion that literature 
reviews are essential for making sense of existing scholarship and trends in scholarship (Jones & 
Gatrell, 2014), the essay identifies new directions for future research by identifying existing gaps in 
the literature. Third, despite several comprehensive reviews (Yawar & Seuring, 2017; Morioka & de 
Carvalho, 2016) in the field of CSR and business performance, discussion on what incentivizes or 
inhibits the adoption and implementation of CSR in manufacturing has not been a primary focus. This 
research gap is addressed in this essay. Based on the above, a systematic review of the extant body of 
research on the incentives and inhibitors of CSR, used interchangeably with terms such as drivers and 
barriers, within the manufacturing sector and their application to manufacturing strategy is presented 
in this essay.  
 
More than 30 common definitions of CSR have been used (Dahlsrud, 2006) which has created some 
confusion as to its meaning. The European Commission’s (2002:3) CSR definition has been used for 
this essay, which states: 
 
“A concept whereby companies integrate social and environmental concerns in their business 




It is notable that there has been renewed interest in CSR as a means to limit companies from practising 
what is deemed as unethical or detrimental behaviour to the environment or society (Lock & Seele, 
2016; Ali et al., 2017). Researchers have already investigated CSR’s role in shaping a company’s 
policies, including what may motivate it to apply CSR principles (Jenkins, 2009). Although work has 
often focused on CSR interests and application, motivation for CSR adoption and why companies 
adopt or avoid CSR have been less of a focus. Works have indicated that demonstrating legitimacy or 
responding to consumer pressure have led to CSR adoption; however, such works often speculate on 
potential factors that lead to manufacturers adopting CSR applications (Jamali & Mirshak, 2007; 
Öbersede et al., 2014). 
 
Parallel to firms adopting CSR, global manufacturing trends have included rapid technological 
change, globalisation of trade through free trade agreements (FTAs)/multilateral agreements and a 
shift of production to low labour cost countries around the world, with subsequent economic, social 
and environmental implications (Koren, 2010; Chen et al., 2015). In developed and developing 
countries, a reduction in tariffs and protections has occurred to drive down costs (Findlay, 2015) which 
has helped to increase trade between countries. Fierce competition has resulted between firms as they 
increasingly compete with international firms while also trying to satisfy a diverse customer base and 
deal with rapidly changing market uncertainty (Hainmueller et al., 2015). Manufacturers have 
explored new technologies, new production techniques (e.g., lean manufacturing) and better use of 
supply chains so that manufacturing becomes more efficient, less wasteful and they are able to reduce 
costs (Crane & Matten, 2010). Manufacturers also seek to reach markets faster and obtain advantages 
relative to their competitors (Netland & Frick, 2017). Concurrently, attention has focused on major 
environmental threats, including climate change, that consumers expect manufacturers and firms to 
address (Brockett & Rezaee, 2012; Puppim de Oliveira & Jabbour, 2017). 
 
Trends in manufacturing have shown increased pressure to adopt social responsibility considerations 
that go outside of immediate economic rewards, where wider stakeholder interests are considered. 
Over 80% of global consumers agree that some accountability is required for companies to address 
pressing environmental and social concerns (Cone Communications, 2015). Consumers also expect 
firms to act ethically even as they address dynamic markets (Ağan et al., 2016). This includes 
introducing improved environmental practices, and proper labour practices including fair pay for 
employees. Technology is also improving not only the way in which manufacturing is applied to 
production but also its incorporation in socially responsible practices through improving production 





Literature has posited reasons for CSR to be adopted (e.g., Carroll & Shabana, 2011), including 
incentives for CSR. However, there is also evidence in the literature that manufacturers are 
unconvinced of the benefits when they adopt CSR (Wittstruck & Teuteberg, 2012). Implementation 
of CSR can be costly, and it can be difficult to properly implement without management being trained 
in its implications, particularly in low margin industries (Rothenberg et al., 2017; Endrikat et al., 
2014). An Australian study by Swink et al. (2005) found that compliance with government 
environmental protection regulations assists in manufacturing exporting performance due to 
customers’ requests for environmentally friendly products. Torugsa et al. (2012) showed that CSR 
also plays a positive role in increasing manufacturers’ capabilities. However, in making CSR strategic 
decisions and plans, the weight of each factor in affecting the decision to adopt CSR is unclear, as 
companies have to determine the relative costs versus the benefits obtained. Changing external 
markets, for instance, could mean that applying CSR initiatives is a big expense (Ghazilla et al., 2015). 
In general, manufacturers’ decision-making on adopting or rejecting CSR provisions is not always 
clear. While investigations have looked at the adoption of CSR (e.g., Lamberti & Lettieri, 2009; 
Babiak & Trendafilova, 2011; Bocquet et al., 2013), many of these researchers either conducted thier 
own survey/interview analyses or focused on a specific topic such as environmental concerns. This 
includes addressing environmental interests in foreign (host) countries, where consumer expectations 
for foreign imports may include clean production processes (Flammer, 2015). 
 
The focus of this essay is on the incentives and inhibitors experienced by manufacturing sectors (in 
light of their manufacturing strategy) as part of CSR adoption. Accordingly, the next section of this 
essay details how the literature review was conducted, including the methodology. This is followed 
by a discussion on the conceptual and research methodological issues arising out of the review. Future 
research possibilities and developments are discussed next. The essay concludes by indicating the 
contributions to CSR knowledge, and identifying the implications of the review for practitioners and 
academic researchers alike. 
 
2.3 Review Methodology 
 
This essay identifies key incentives and inhibitors for manufacturers applying CSR practices as part 
of their strategic choices. The secondary data collection criteria included articles from peer-reviewed 
journals published between 2007-2017 in A and A* journals using the Australian Business Deans 
Council’s (ABDC, 2018) list. The journal articles chosen had impact factors ranging from 1.156-8.48, 
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with an average of 3.0. Such journals are indicators of quality research conducted in the areas of 
manufacturing, manufacturing strategy and CSR and how they are applied together.  
 
The first step (1) (see Figure 2.1 below) involved identifying the journals from the ABDC (2018) list. 
This list was used because it is compiled by a panel of experts and is among the best regarded for 
high-quality journals in relation to business. There are stringent criteria as to what qualifies as a high-
quality journal; only 6.9% of journals are ranked A* and 20.8% are ranked A. In this case, both A* 
and A were utilised in the review. To achieve these designations, journals are evaluated for impact, 
relevance to the field and overall quality in academic research that affects business. A ‘substantive 
business element’ is also required; >50% of articles over a three-year period must be written by a 
business faculty member; and >50% of the articles over three years must have a direct business focus. 
The journal should be reputable among researchers and those in the field, relying on citation metrics 
for its impact measure. The editorial board of ABDC is evaluated and is comprised of international 
members with high standing. The peer-review process and procedures should be of high quality and 
the review process should be transparent and evident. There should be influential articles that are 
highly cited; articles should have helped provide tenure, promotion decisions and/or influenced the 
hiring of researchers. Based on these criteria, which are among the most stringent for comparable lists 
that evaluate journals in business, the vetted journals came from this list. The list is seen as a relatively 
objective process for determining whether or not journal articles are of sufficient quality to evaluate 
incentives and inhibitors for CSR.  
 
 
Figure 2.1: Search method summary for articles included in this literature review including the 
applied steps 
 
Based on the list, in step 1, 780 journal results (with 587 A ranked, and 193 A* journals) were found 
initially using the ABDC list. From these, journals which had an impact factor of less than 1 were 
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removed; journals related to the ‘law’ discipline or had the word ‘law’ in their title were removed, as 
they suggested a non-manufacturing focus and those that focused on legal aspects. This resulted in 
483 A ranked and 174 A* journals.  
 
In step 2, articles were searched using EBSCOhost research platform and ABI/INFORM collection. 
Initially, the search included the following keywords: ‘corporate social responsibility’, 
‘manufacturing’, ‘strategy’ and ‘sector’, in both the title and the text. The keywords ‘corporate social 
responsibility’ and ‘manufacturing’ were searched in the title. The terms ‘manufacturing’, ‘strategy’ 
and ‘sector’ were searched in the text. This yielded 921 articles from EBSCOhost and 853 from 
ABI/INFORM. A second search was then carried out using the same terms as previously except 
‘corporate social responsibility’ was replaced with ‘CSR’. In this case, ‘CSR” was searched in the 
title, with the other terms searched in the title and text, as before. This resulted in 423 articles in 
EBSCOhost and 518 in ABI/INFORM.  
 
The keyword searches focused on the manufacturing sector, irrespective of industry, size of company 
or country of the sample collection; articles were empirical, case-studies, mathematical/modelling-
focused and conceptual. These articles were required to have information on the way in which CSR 
is applied in manufacturing strategy, and the factors that incentivise or inhibit the implementation of 
CSR within manufacturing. The term ‘reason’ is used as a synonym for incentives and inhibitors. 
However, reasons are sometimes general (e.g., Heath & Norman, 2004), that is, they are unspecific as 
to why CSR is adopted but state there are benefits. If a reason is defined more specifically, such as 
economic benefits or strategic benefits for firms applying CSR, they can be classified as incentives or 
inhibitors.  
 
In many cases, motives are also seen as synonymous with incentives and inhibitors only because 
motives are generally not explicitly discussed or are conflated with incentives and inhibitors in the 
wider literature (Kim & Lee, 2012). Motives, however, could be defined as the desire or interest that 
lead to a given action, which includes ethics or personal beliefs, whereas incentives could be economic 
or other business-related incentives that give benefit to an action (Nielsen & Parker, 2012). Motives, 
in essence, drive why given actions are undertaken even if there is an incentive or not, while incentives 
are possible reasons why something could be undertaken because there is some clear benefit. They 
could be the same but not always. Incentives may not be related to a desire to undertake actions that 





Duplicates from the two initial searches were removed in step 3, resulting in 1019 articles from 
EBSCOhost and 682 from ABI/INFORM. Furthermore, in step 4, all articles from journals not in the 
ABDC list were removed, which resulted in 217 EBSCOhost articles from A journals, and 13 articles 
from A* journals. In the ABI/INFORM search, the result was 183 A and 7 A* journal articles. 
 
As part of step 5, articles from EBSCOhost and ABI/INFORM were merged into one database, and 
duplicates were removed giving a total of 240 A, and 19 A* ranked journal articles. The timeframe of 
the search was then reduced in step 6 to 5 years (2013-2017), resulting in 90 A journal articles and 7 
A* journal articles. The reduction of the timeframe was deemed appropriate because the intent was to 
capture trends in the recent literature, including how it has been shaping the field, and to retrieve the 
articles most relevant to the topic being researched. In step 7, as part of a reliability check (Noble & 
Smith, 2015), articles were checked by one researcher, using their titles and abstracts, for their focus 
on manufacturing and industries that are on the classifications of manufacturing in the ANZSIC 
system of the Australian Bureau of Statistics (ABS, 2018).  
 
The student and PhD supervisor, separately, looked at the abstracts from the initial 90 A and 7 A* 
articles. Where there were differences, the introduction was read by the researchers to establish 
congruity. The total was then reduced to 42 A articles and 7 A*. Introductions were further reviewed, 
to find an indication and clear reference to the manufacturing sector, or industries as listed by the 
Australian Bureau of Statistics (ABS) in the Australian and New Zealand Standard Industry 
Classification 2006 (ANZSIC), and reference to CSR and/or reference to manufacturing strategy. The 
ABS (2018) is the Australian government organisation collecting formal statistical data on 
manufacturing trade. The classification system is aligned with the international reporting system, 
SITC of the United Nations Statistics organisation, and the United Nations International Trade 
Statistics Database (Comtrade), which is the UN organization responsible for collecting trade statistics 
from member countries (UN Stats, 2018). If these topics were mentioned only after the introduction, 
the articles were removed. The final results, based on these criteria, were 39 A and 2 A* articles (see 
Table 2.2 and Appendix C where articles are listed in the order they were studied with corresponding 
numbers included in the tables 2.2 to 2.8).  
 
2.3(a) Classification Framework 
To classify the literature, it was deemed appropriate to standardize the results so they were more 
comparable to each other, and so the literature review presented here could be utilized for future cases 
or research. This is supported by Torraco (2005) who indicated that the standardization and choice of 
categories that make the review more comparable with other reviews help provide long-term benefit 
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to the review and make it of greater utility. In cases where categorization existed from other reviews, 
they were used; however, in most cases new categories were created as they directly apply to this CSR 
review that focuses on incentives and inhibitors to CSR.  
 











Size of companies 
Focus of paper on developing or 
developed country. 
A and A* journals 
Describe characteristics of 
sample of articles 
Classifications 




Approaches to definitions 
this study proposed: 
  Stakeholder dimension 
  Social dimension 
  Economic dimension 
  Volunteer dimension 
  Environmental dimension 
Explore consistency or 
variation in CSR 
definitions by researchers 
on a range of dimensions. 
Define the territory that 









integrative, ethical  
Determine the range of 
theories that are used to 
inform SCM and ends to 
which they are applied. 
Garriga & Melé, 2004 
d. CSR content 
analysis 
CSR aspect (economic social 
environmental or lega) 
CSR activities for each aspect 
Proactive vs Reactive CSR 
Incentives vs inhibitors 
Present the content of the 
literature in addressing the 
research objective respect 
to CSR strategic choices, 




Torugsa et al., 2012 
Torugsa et al., 2013 
e. Methods found 
in the literature 
Research Strategy 
Analytical: conceptual, 
mathematical and statistical 
Empirical: experimental design, 




assumptions being made 
and the types of research 
methods that are used to 
explore CSR. 
Wacker, 1998 Burgess 
et al., 2006 




Table 2.1 uses five categories that summarize and classify the research reviewed based on existing 
literature that standardizes concepts within CSR. Group a provides an analysis of the sample of articles 
used and examines trends in the literature. Appendix C provides a full list of the papers used in the 
study with data sorted under the categories that formed the tables included in this essay. Papers in 
Appendix C listed in the order they were studied with their numbers corresponding to those in tables 
2.2 to 2.8. This utilizes literature selected by the ABDC criteria, and is discussed further below. 
Groupings b and c classify what is covered by CSR from a range of definitional (see, Dahlsrud, 2006) 
and theoretical perspectives (Garriga & Melé, 2004), respectively, using classification schemes. 
Definitions for CSR have been shown to have a wide variety, where such definitions incorporate 
organizational standards as well as definitions by individual researchers or groups. Theoretical 
perspectives relate to the types of theory that CSR is associated with, including instrumental, political, 
ethical and integrative. These are discussed in greater detail below. Grouping d classifies the literature 
but deals with content using the GRI (2017) system to present the three CSR aspects covered, namely, 
economic, social and environmental categories. The GRI system is a standard used by many 
organizations to rate and categorize how and what aspects of CSR are addressed by them as a firm. 
Group e categorizes articles associated with research methodology utilized in the respective articles, 
including analytical and empirical approaches (Burgess et al., 2006), as is discussed further below. 
 
While any classification system can be challenged for levels of comprehensiveness (Hepp, 2008), it 
was felt that the breadth covered by this group was adequate to develop a relatively clear 
understanding of CSR incentives and inhibitors. Furthermore, by keeping the categories simple, and 
using broader coverage it can be more comprehensive in representing the various types of literature 
likely containing CSR and manufacturing strategies.  
 
2.4 Discussion of Literature Review 
 
2.4(a) Descriptive Features of CSR Articles (Grouping 1) 
The top three journals publishing CSR-manufacturing sector related articles were Journal of Business 
Ethics (JBE, 17 articles), followed by the International Journal of Production Research (IJPR, 5 
articles) and the International Journal of Operations and Production Management (IJOPM, 2 
articles). The scope of the JBE, along with an impact factor of nearly 3, lends itself to publishing 
research on ethics-related issues, including CSR. It is both well regarded (ABDC, 2018) and is on the 
Financial Times top 50 journals list (FT, 2018). Table 2.2 shows the 39 articles that are A ranked and 
2 that are A* according to the ABDC list, and the categorisation of articles with respect to the impact 
30 
 
factor. The latter are grouped into 3 levels from impact factors of 1-2 (6 articles); 2-3 (25 articles); 
and 3+ (10 articles), respectively, with the total range being from 1.156-8.48. 
 
A prominent theme discussed in the articles was how manufacturers can profit from CSR through 
improved integrating Corporate Financial Performance (CFP) and manufacturing performance (21 
articles). A major focus on reputation (10 articles) and its connection to corporate performance also 
has a clear role in influencing why scandals often elicit greater literature writing in this area. The link 
between scandals and CSR is evident when a major corporate scandal occurs, such as in the case of 
Enron in 2001, where thereafter the popular press and research community became interested in how 
CSR could be used to prevent unethical practices (Owen, 2005). The topics of corporate corruption 
and illicit financial dealings were covered (e.g., Daudigeos & Valiorgue, 2011; De Giovanni, 2012) 
as part of the article discussion in addition to other topics such as environmental concern, employee 
pay and community well-being.  
 
ABDC Rating Article Reference Numbers 
(see Appendix C for bibliographic details) 
Count 
A 1-34, 37-41 39 
A+ 35-36 2 
Total  41 
Impact factor level (1-2)  1, 3-4, 8, 14, 34 40 
Impact factor level (2-3) 2, 6-7, 9-13, 16-21, 23, 25-27, 31-33, 37-40 25 
Impact factor (+3) 5, 15, 22, 24, 28-30, 35-36, 38-41 10 
Total  41 
Developed countries 2, 4, 6-9, 11, 14, 16-21, 25-32, 34-36 29 
Developing countries 1, 3, 5, 9-13, 15-16, 22-25, 30, 33, 34, 36-38, 
40-41 
22 
Total  51 
Large Companies 1-6, 8-10, 13-20, 23-26, 28-41 35 
SME 1-7, 9-18, 20-23, 25, 27-28, 30-41 36 
Total  71 
Note: Although 41 articles were reviewed, some articles are presented in more than one category, 
therefore they are counted more than once, while some other articles were not included in any 
category as explained in the text. 





All of the selected 41 articles cover the time period 2013 to 2017, that is, the time following the global 
financial crisis (GFC) and various corporate scandals that came to the fore. Using recent events such 
as these, one discussion point is that CSR-related concepts, including ethics and social justice, gained 
an increased focus following organisational decision-making processes. Increased public interest 
leads to higher academic interest. In such cases, people want to see how scandals are addressed by 
their governments and corporations (Podnar, 2008).  
 
Out of the 41 articles, more than half (23) covered multiple industrial sectors (see Table 2.2). From 
those that were industry-specific, four focused on food and/or beverages, three on textiles/fashion, 
three on technology areas, two in the oil/gas sector, two on football, two on pharmaceuticals, two on 
furniture/aluminium and two on the automotive sector. Twenty-nine articles included data from 
developed countries, while 22 specified developing countries. From the total 41 articles, nine covered 
both developing and developed countries.  
 
In relation to business size, 35 articles covered large companies, while 36 were SMEs. Of these, 29 
articles overlapped and covered large and SME companies. This demonstrates that academic studies 
show equal interest in large and SME firms in respect to CSR as a research topic. The Organization 
for Economic Cooperation and Development (OECD, 2018) provides a definition used by various 
articles; however, there are variations as the OECD definition provides leeway as to how firm size is 
defined in terms of the number of employees. According to this system, a large company is defined 
as having more than 200-500 employees, while a SME is defined as between 200-500 employees or 
less. Every country defines the size of companies in a different way. USA defines SMEs as companies 
with fewer than 500 employees, whereas in the EU a SME is defined as having fewer than 250 
employees. Thus, there is some variation from country-to-country, as utilised by the different articles. 
These results demonstrate that the great majority of the articles utilized a mixture of different sizes, 
where they often controlled this variable in statistical studies (e.g., Taylor & Taylor, 2014; Vlachos et 
al., 2013).  
 
2.4(b) Definitional issues (Grouping 2) 
There is little consensus on the definition of CSR (Dahlsrud, 2006). Most articles simply did not use 
a clear definition, because of which, in this review a conservative approach was taken whereby for an 
article to be included, a CSR definition had to be explicitly stated, not merely implied. Where 
definitions of CSR were apparent, they were classified into stakeholder, social, economic, volunteer 
and environmental foci, which have formed parts or all of key definitions for CSR using Dahlsrud’s 
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(2006) classification system of CSR definitions (see Table 2.3 for summary of the definitional 
analysis). 
 




(see Appendix C for 
bibliographic details) 
Total Number of 
Articles 
 
The stakeholder dimension  
3, 25, 27, 33, 39, 40 6 
 
The social dimension 
2, 6-7, 9, 11, 13, 17-18, 20-
21, 25 32, 36, 40 
14 
 
The economic dimension 
2, 6-7, 9, 11, 13, 17-19, 21, 
25, 28, 32, 36, 40 
15 
 
The environmental dimension 
2, 6-7, 9, 11, 13, 17-18, 20-
21, 25, 28, 32, 36, 39 
15 
No clear definitions 1, 4-5, 8, 10, 12, 14-16, 22-24, 26, 29-31, 34-
35, 37-38, 41 
21 
Total  71 
Note: While 41 articles were reviewed, some articles are presented in more than one 
category, therefore, they were counted more than once. 
Table 2.3: Definitions of CSR 
 
The definitions that are driven by a stakeholders’ dimension focus on the role of stakeholders as a key 
concept for CSR, including how companies can better address their interest. This includes 
stakeholders inside and outside of the firm (Carroll & Shabana, 2011).  
 
Social CSR includes addressing social needs inside and outside of the firm, such as community 
programs, help to underprivileged areas and programmes to provide educational or health benefits 
(Du et al., 2010; Jamali & Mirshak, 2007). Social CSR dimensions could also include employing 
individuals and parts of the community who may not have equal opportunities, including other 
benefits and assistance provided to society (Seelos & Mair, 2005). 
 
Definitions that give CSR a central role to the economic performance of the companies emphasise the 
role of the business primarly as a profit generating entity and position CSR as an economic strategic 
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decision. Examples include increased customer loyalty due to product features, reputation and image, 
or higher production output due to employee loyalty and low turnover. 
 
Environmental actions, in definitions of CSR (see, Dahlsrud, 2006), are seen as actions that address 
pollution, green production, recycling, more environmentally friendly products and other terms that 
conflate with concepts such as green manufacturing.  
 
Philanthropy is important in CSR definitions, where it could include financial or in-kind contributions 
from a company that benefit society, such as donations to non-profit organizations, work with NGOs 
and giving to charitable causes among other related actions (McWilliams & Siegel, 2001; Jamali & 
Keshishian, 2009). This is different from volunteering, where volunteering is seen as employees 
donating time and work in organizations or causes that help benefit society. In other words, it involves 
spending time and effort within another organisation that differentiates it from volunteer action. It 
includes an organization donating effort and time to another organization without charging 
(Bhattacharya et al., 2008). It should be noted that not a single definition indicated clear references to 
volunteer action, the latter being important to CSR (e.g., Dahlsrud, 2006). This could possibly reflect 
that volunteering was implicit in the definitions. In over half the articles (21 articles), where no CSR 
definitions were included, CSR was seen as an ‘understood’ concept relating to social, economic 
and/or environmental issues. 
 
2.4(c) Theoretical categorisation (Grouping 3) 
It is generally accepted that theory development is an essential requirement for the proper 
development of any field (Popper, 1961; Kuhn, 1970; Wacker, 1998). However, the theory-building 
process is contentious. Some researchers suggest that theories should be built upon existing ones 
(Pfeffer, 1995); others believe that, in the spirit of plurality, new innovative theories should be 
developed (Van Maanen, 1995). Within the CSR manufacturing sector context, theory development 
did not seem to be a primary focus. There were 12 articles with no explicit reference to theory in 
relation to CSR. Many of these articles were focused on practitioner-led perspectives and the 
implementation of CSR or CSR-related areas such as green technologies (Voss et al., 2002).  
 
To develop a better understanding of articles that did have a theory component in relation to CSR, 
theories were grouped into specified categories. Classifications were based on instrumental, political, 
integrative and ethical categories, using the divisions as outlined by Garriga and Melé (2004). The 
Garriga and Melé research (2004) is a seminal article and is amongst the most cited in relation to 
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categorization of CSR theory, with 3900 citations. No other comparable work was found, further 
supporting the utility of this work.  
 
Instrumental theory relates to theories that focus on corporations as money-making entities and their 
functions in those endeavours, where social activities simply assist in that effort. This includes RBV, 
capital valuation theory and manufacturing strategy theory. Instrumental utilization suggests that a lot 
of the literature is concerned with how CSR relates to performance-related issues, including strategic 
benefits. Performance, and specifically CFP, incorporated the most common focus area within CSR, 
that is, the relationship between performance-related concepts and CSR activities. While there is much 
debate in the literature about performance and CSR (e.g., Flammer, 2015; Anisul Huq et al., 2014; 
Rodriguez-Fernandez, 2016), most articles not only found positive relationships between performance 
and CSR but indicate that economic motives are likely driving or will likely influence why 
manufacturers undertake CSR. This further suggests that many of the proactive activities are also 
motivated by performance and instrumental-related theoretical positioning.  
 
Political theories relate to power relationships and structures, including how corporations use their 
power. Political theories, such as social identity, institutional and organizational theories, focus on 
power structures and relationships within firms (Iivonen & Moisander, 2015; Hofman & Newman, 
2014). How CSR fits within an organizational structure and its application implies that institutional 
organization, and management in particular, have to integrate CSR in their practices. This might 
demonstrate that issues of power and legitimacy were a key focus, particularly as manufacturers tried 
to establish CSR within their broader strategies. This includes institutional and leadership theory. 
Integrative theory relates to social demands and how corporations attempt to meet those demands. 
Integrative theory suggests social-related areas are also important or key concerns, and the number of 
activities and initiatives in this area (e.g., community assistance programs) suggests this was often a 
key focus. Once again, however, there is a likely economic motive influencing this behaviour, as local 
communities and potential consumers were often the key focus for manufacturers (e.g., Mory et al., 
2016), suggesting a lack of CSR focus on these groups could be negative (Andreu et al., 2015). Social 
capital and social cognition theory are two examples. As for ethical theory, it is more intent on what 
corporations should focus on in their responsibility to society; this includes stakeholder and moral 







Article Reference Numbers 
(see Appendix C for bibliographic 
details) 
Count 
Instrumental 5, 7, 24, 27, 30-31, 39-40 8 
Political 1,3, 6, 11, 17-18, 22, 28-29, 32-37, 41 16 
Integrative 9, 12, 19 3 
Ethical 2, 4, 38-39 4 
No theory 8, 10, 13-16, 20, 21, 23, 25-26 11 
Total  42 
Note: While 41 articles were reviewed, one article included more than one theory and was, 
therefore, counted more than once. 
Table 2.4: Theoretical perspectives applied in the CSR articles 
 
Table 2.4 details the theoretical types incorporated and their classification. Overall, 16 articles were 
classified as political, eight (8) instrumental, three (3) integrative, and four (4) ethical. It was not 
common for articles to overlap in theory types. In some cases, multiple theories were cited in an 
article, such as RBV and stakeholder theory, but most theoretical articles explicitly stated which 
theory was the focus. Overall, there was only one article (Kashmiri et al., 2017) that had more than 
one theory type. Anecdotal evidence might suggest ethical theory is deemed to have close links with 
CSR, like stakeholder theory. Nonetheless, for the 41 articles this was not the case. Diversity in the 
types of theory suggests there is no dominant theoretical outlook and that CSR is typically part of a 
larger set of theoretical perspectives that also look at organizations’ economic strategy and wider 
markets. Not surprisingly perhaps, the theory utilized was generally driven by the key interests 
(performance issues), and primary activities (e.g., reputation and social) and how they integrated CSR 
with organizations and strategy.  
 
2.4(d) CSR content analysis (Grouping 4) 
 
2.4(d)(i) CSR activities and topics 
The purpose of this grouping was to look at the content of the articles and classify them in a way that 
the literature review objective is addressed, in this case, it was to identify underlying incentives 
driving CSR initiatives for manufacturers and obstacles encountered as part of the manufacturing 
strategy. CSR motives in articles were not specifically addressed or were conflated with incentives; 
dependence on incentivizing or inhibiting reasons for CSR and, therefore, had to be the primary focus 
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(as overviewed below). For incentive/inhibiting articles, the 41 were classified in accordance with the 
aspect of CSR emphasized, including economic, social and environmental components in accordance 
with the triple-bottom-line (Gimenez et al., 2012) and the GRI system (Fernandez-Feijoo et al., 2014). 
The triple-bottom-line (TBL) is a commonly used accounting framework to measure social, economic 
and environmental responsibility, while GRI is among the most commonly applied standard that maps 
activities to specific social, economic and environmental categories (Milne & Gray, 2013). Given 
their common use and reference in the literature, these measures provide a useful way to categorise 
organizational initiatives and activities.  
 
Carroll’s (1991) article can be argued as foundational in subsequent categorization by TBL and GRI. 
According to Carroll (1991), CSR levels are comprised of philanthropic, ethical, legal and economic 
responsibilities. Economic responsibility is defined as financial profitability and actions that promote 
it in an organization. Legal responsibilities pertain to compliance of operations within the contexts of 
local and international laws. Ethical responsibilities require that firms operate morally and balance 
their interest with that of their wider stakeholder groups. Philanthropic responsibilities require 
companies to voluntarily contribute resources for the welfare of society and the community, 
accordingly going beyond what is expected by the ethics and the norms of the environment in which 
the company operates. In addition to economic responsibilities, the dimensions of Legal, Ethical and 
Philanthropic CSR have been included in the current work and have been subsequently linked to the 
TBL and GRI. Accordingly, the articles are grouped in accordance with identified incentives or 
inhibitors that is, what it is about CSR that may incentivise or inhibit manufacturers’ business 
activities, and whether or not CSR is discussed as a proactive and/or a reactive measure.  
 
Based on these findings, and as presented in the above tables, in the 41 articles, the most common 
topic covered was social (38) and included topics such as ethical manufacturing, worker conditions, 
community engagement and following standards, including GRI issues (i.e., GRI, 400) in 
manufacturing and supply chains (Hofman & Newman, 2014; Soltani et al., 2015; Torugsa et al., 
2013). Other social aspects covered include customer interests, supplier assessment and human rights. 
Social activities could overlap with ethical, philanthropic or even volunteer actions, but authors (e.g., 
Chang, 2015; Lund-Thomsen et al., 2016) in the review characterized activities within social 
concerns, unless they specified that a given activity fitted within a category such as philanthropic. In 
looking at other common article topics, activities that looked at profitability, staff retention, 
shareholders’ value, employee pay and benefits and general profitability were seen as economic; 35 
articles were focused in that area (e.g., El Baz et al., 2016; Soltani et al., 2015). Such overlap in 




Environmental and those dealing with economic CSR were the next most common topics, with 35 
articles referring to each dimension. Environmental topics often incorporated discussion on 
sustainable production and supply chains (Kim et al., 2015; Cruz, 2013), including addressing 
pollution, emissions, production processes, product design and supplier compliance and/or evaluation. 
Economic topics discussed issues of expansion to new markets, financial performance and reporting 
or costs of production. In general, coverage often overlaps within articles, where economic, social and 
environmental topics are presented together as the main focus. Commonly, they overlapped in their 
presentation, with 29 articles covering these three topics. Common standards, including GRI and ISO 
9001:2000 (Castka et al., 2004), also use these three categories frequently. Another key dimension is 
philanthropy, as defined by Carroll (1991). Nevertheless, a focus on philanthropy is not typically seen 
as a separate dimension; rather, actions potentially classified under this dimension are incorporated 
with the other three dimensions of social, economic and environmental CSR. 
 
2.4(d)(ii) Issues that incentivise implementation of CSR by manufacturers 
The review highlighted that CSR incentives’ interpretation was equated with, or substituted for, 
motives. Incentives relate to the expected or potential output and were largely conflated with motives, 
with the term motives generally not specified (Graafland & van de Ven, 2006). Of the 41 articles, 16 
discussed only incentives, 23 discussed incentives and inhibitors, and none discussed only inhibitors. 
Only one article (Iivonen & Moisander, 2015) mentioned neither incentives nor inhibitors. This article 
focused on CSR orientation in the beverage industry rather than what motivates or prevents CSR 
initiatives.  
 
Companies’ reasons for implementing CSR were a major focus of the articles. They included 
incentives as to why they should apply CSR where the most common incentives related to economic 
benefits, in particular, corporate financial profits (CFP), or other economic benefits such as growth of 
market share or increased efficiencies in productivity (21 articles: Anisul Huq et al., 2014; Lu et al., 
2013; Torugsa et al., 2013). These articles often discussed how, conceptually or using analytical 
methods, CFP is affected by implementing CSR activities (e.g., Acquier et al., 2017; Lu et al., 2013). 
A focus on CFP assists manufacturers to establish strategic benefits and expand into markets where 
CSR is usually seen as a strength. Related to CFP, employee retention (12) and acquiring positive 
reputation (10) were common incentives. One paper (Vlachos et al., 2013) mentioned job satisfaction 
as an incentive, which makes it evident also that CSR implementation can contribute towards 
employee morale, although morale did not always improve with CSR implementation. Relative to 
economic CSR, applying CSR is generally more focused on two stakeholders, namely, the employees 
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and shareholders that are most closely associated with a manufacturer. A focus on CFP placates 
shareholders and owners, and helps with employee retention, as CSR focuses on keeping good 
employees. A company’s reputation among the broader public and consumers is also improved, as 
well as having the direct benefit of improving sales. This seems a likely possibility in attempting to 
align CFP with CSR activities, which many of the articles discussed (e.g., Torugsa et al., 2013; Lu et 
al., 2013). As employees, management and shareholders are close to a company, the CSR strategies 
that address their concerns give rise to a strong focus in this area. Table 2.5 presents the articles that 
identified CSR incentives: 
 
Incentives Incentive Examples Articles’ Reference Numbers Count 
Economic incentives CFP, new market exploitation, 
strategic positioning, niche 
markets 
1-5, 7-18, 21-29, 31-41 38 
Social incentives Reputation, society expectations, 
insulate against other negative 
effects, customer demand 
1-3, 7-14, 19-24, 27-38, 40 30 
Environmental 
incentives 
Reputation, see environmental 
benefits, employee retention, 
society expectations 
33 1 
Legal incentives Compliance, avoidance of legal 
scrutiny 
15, 18, 36, 39 4 
Total   73 
Note: While 41 articles were reviewed, some articles are presented in more than one category and 
are, therefore, counted more than once. 
Table 2.5: Incentives for CSR 
 
Orlitzky et al. (2003) provide some differentiation of how CSR is applied, where, according to them, 
social and environmental concerns appear to have the most weight in the adoption of CSR. While the 
benefits from CSR are a major focus, the other aspects of CSR and what constitutes relevant social 
responsibility are less discussed. Interestingly, even though environmental topics were common areas 
of focus in most of the CSR discussion, only one article discusses environmental protection (e.g., 
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pollution reduction, resource recycling) as an incentive. It was stated that there was simply a desire to 
see the environment benefit in one article (Lund-Thomsen et al., 2016). In effect, for the greater 
number of articles (15), environmental initiatives (e.g., green production, recycling) were seen as 
something to be addressed but not as a direct incentive such as CFP, for corporations. The reason why 
environmental initiatives are part of CSR, however, often includes reputation benefits (e.g., Hoejmose 
et al., 2014; Lund-Thomsen et al., 2016). In cases where it is clear that environmental protection helps 
with reputation or activities that benefit customers’ views of manufacturers, the latter are more likely 
to commit to environmental CSR programmes (Lee & Shin, 2010). 
 
For social incentives, company reputation and expectation for community benefits (4 articles), were 
cited (Lund-Thomsen et al., 2016; Perry et al., 2015). In these cases, actions by firms reflect a desire 
by society to see CSR implemented for community benefit. In such cases, CSR action may be part of 
a larger strategy for the company to improve its reputation in surrounding communities. One paper 
even indicated CSR helps to shield firms from other possible negative effects, such as faulty products 
or the pollution created in their business operations (Kashmiri et al., 2017). What this reflects is that 
CSR is often seen as a way to achieve company benefits. Han and Zheng (2016) state that a firms’ 
founding ownership is likely to affect CSR activities in the future, where practices that can benefit the 
manufacturer, and particularly employees, are often a key focus. Most articles, however, did not focus 
on the cultural or ethical practices that shape firm behaviour in regard to social incentives. Although 
legal aspects are a key focus for CSR activities (Harjoto & Jo, 2015), only four articles focused on 
them as a reason for manufacturers to comply with CSR. Legal CSR implies legal actions taken to 
improve ethical practices, such as compliance or taking action to improve the legal reputation of an 
organization. This includes creating bylaws or other obligations within the company’s jurisdiction to 
help legitimize activities (Carson et al., 2015). 
 
 
2.4(d)(iii) Issues that inhibit manufacturers from adopting CSR practices 
Economic inhibitors to adopting CSR dimensions were the most common (14 articles), followed by 
social inhibitors (11 articles). Out of these, costs were most common, and complexity of regulation (9 
articles) was the most common social reason as legal inhibitors were included in the social category 
(e.g., Anisul Huq et al., 2014; Hoejmose et al., 2014; Lu et al., 2013). These reasons often meant that 
manufacturers found it easier to ignore CSR, where margins and dynamic competitive markets 
encouraged lower prices and minimal expenses, in addition to investment unrelated to financial goals 
(e.g., CSR) that did not show clear ROI. Other reasons include competition and time expenditure 
forcing companies to cut corners and ignore CSR altogether. One paper (Sánchez & Benito-
40 
 
Hernández, 2015), focusing on economic reasons, indicated that labour productivity could be reduced 
if employees were forced to focus on CSR as part of their general routines. Other inhibitors such as 
procedure difficulties (3 articles) and cultural hindrances of CSR implementation, including a lack of 
organisational culture in applying CSR activities, caused constraints to manufacturers (Guo et al., 
2015). A lack of clear environmental benefit was seen also as a reason to ignore this CSR dimension 











Economic Inhibitors Costs,  strategic detriment, loss of 
market share, labour productivity, 
not always help employees 
2, 5, 8, 10-12, 16-17, 20, 25, 




appeared as part of 
the social). 
Complexity of implementing 
legislation, lack of organizational 
culture, procedure difficulties, 
security 





Lack of clear environmental 
benefit, difficult to implement 
21 1 
Total    26 
Note: While 41 articles were reviewed, some articles are presented in more than one category and 
are, therefore, counted more than once. 
Table 2.6: Inhibitors for CSR 
 
Manufacturers may avoid adopting CSR due to costs, lack of knowledge of CSR, lack of clear benefits 
or potential perceived disadvantages (e.g., Nadvi & Raj-Reichert, 2015; Pedersen & Gwozdz, 2014). 
The considerations of the stakeholders can influence decisions, as their input can have a strong 
influence on how CSR is adopted. Stakeholder concerns have mostly focused on employees, 
consumers, communities and the environment, including pollution (e.g., Han & Zheng, 2016; Kim et 
al., 2015). To properly document whether wider and relevant stakeholders’ concerns are addressed, 
and when and how these stakeholders and interests are of concern, manufacturers would need to assess 
who the relevant stakeholders are and how they can be incorporated into CSR targets and strategy 
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development. This can be achieved by employing more formal approaches to stakeholder evaluation 
and defining who is a stakeholder, that is, their salience, which would mean documenting the 
relationship of a given stakeholder to the manufacturer, and their relevance. This task is comparable 
to those in studies that apply utility functions or other methods for stakeholder evaluation (e.g., 
Mitchell et al., 1997; Sodhi, 2015).  
 
2.4(d)(iv) Proactive vs reactive CSR 
Table 2.7 presents the articles that focused on proactive and reactive classifications of CSR initiatives. 
Proactive CSR is defined as activities adopted voluntarily by firms that go beyond any type of 
regulatory requirements in support of economic, social and environmental policies (Torugsa et al., 
2013). Reactive CSR is seen as the minimum level of effort required for non-voluntary regulatory 
compliance; in effect, companies do as little as possible based on the laws and regulations (Groza et 
al., 2011). 
 
Proactive and reactive CSR play important roles in incentives and inhibitors for CSR. Manufacturers 
that appear to be proactive seem to be motivated, or potentially incentivised, to demonstrate that they 
are going beyond the minimum requirements in addressing CSR, for instance, a technology company 
creating new technologies to limit pollution. While there might not be a requirement to create such 
technology, incentives for doing so include creating a niche technology that can change the market, 
giving the company a strategic advantage, while also enabling a CSR benefit to society and 
stakeholders. Electric car manufacturers, for instance, represent an example of this type of 
technological CSR benefit (Bakker & Trip, 2013). The manufacturers demonstrate that they are 
undertaking actions that benefit stakeholders such as the ecological environment and the society, 
through the reduction of pollution, but they are also positioning the development of a market from 
which they could benefit. Where manufacturers in supply chains are discussed, they also seem to play 
an important role in regard to the extent to which a firm adopts CSR. Firms that are suppliers to larger 
manufacturers have often taken a more proactive role, or are often more willing to apply various forms 
of CSR since there are greater expectations from the primary firms (e.g., Cruz, 2013). In other words, 
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15, 23, 39 
6 
Totals   90    73 
Note: While 41 articles were reviewed, some articles are presented in more than one category and 
are, therefore, are counted more than once. 
Table 2.7: Proactive and reactive CSR activities 
 
Companies who view CSR as an expense, with minimal benefit, find that reactive CSR is the best 
strategy for them. This group of companies is not incentivised by CSR, rather, they simply want to 
avoid being penalized, either by customers or governments. Examples include low-margin 
manufacturers (see, de Jong & van der Meer, 2015) that might see CSR only as an inhibitor or an 
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incentive to avoid being penalized. Manufacturers (for example, those classified as second- and third-
tier) that are more distant in the supply chain (see, El Baz et al., 2016) experience less pressure to 
implement CSR and are often less willing to incorporate CSR activities given perceived higher costs 
or a lack of need in the larger supply chain.  
 
Among proactive topics, 28 and 27 articles, respectively, focused on economic and social issues such 
as fair pay, community engagement, education etc. (see, Torugsa et al., 2013; Cruz, 2013). For 
reactive CSR, economic and environmental issues (22 articles) such as minimal pay, improved worker 
conditions and pollution regulation were key topics (see, Kim, 2017; Lund-Thomsen et al., 2016; 
Hoejmose et al., 2014). These findings suggest that community engagement, fair pay, education which 
assists with retention of employees, and reputation, are key topics of CSR activities which could 
incentivize proactive CSR. On the other hand, paying minimum wages, improved working conditions 
and pollution regulation allowed companies to do the minimum and avoid punishment from the loss 
of customers or government-based punishment (e.g., fines). 
 
2.4(e) Methodological issues (Grouping 5) 
Greater epistemological insight into the field can be gained by examining the specific research 
methodologies used in the empirical literature. Researchers have a wide range of options depending 
on the nature of the knowledge and the certainty with which it is presented, and also the perspective 
of the researchers. Classification of such a range is, therefore, important in order to detect potential 
systematic patterns in the methodologies used in the research literature.  
 
The methodological approach classification can broadly include analytical and empirical methods 
(see, Wacker, 1998, and Burgess et al., 2006). These are further sub-classified as conceptual, 
mathematical and statistical. Analytical methods are sub-classified as conceptual, mathematical or 
statistical research. Conceptual deals with adding insights and ideas to existing research through 
logical explanation. Generally, these are not fully tested, but relationships among processes are given 
or discussed. Mathematical takes this further by developing models or mathematical representation of 
relationships among variables that are generally applied to simulated or experimental data. Statistical 
research is similar to mathematical, but it develops models or statistical approaches that can then be 
applied to future empirical data. Empirical is sub-classified as experimental design, statistical 
sampling and case studies. Empirical design applies to cases where the research design uses variables 
manipulated to determine specific effects on the dependent variable being tested. This is more rarely 
conducted in the business operations literature but represents experimentation that can directly 
observe the effect of variables (Halling et al., 2016). Statistical approaches utilise logical mathematical 
44 
 
models from analytical research and statistics for analysis, and often apply a large amount of data 
collected from different repositories or data sources. Case studies are those where a select number of 
samples was chosen, and where often more detail is provided about the case, such as specific 
companies. It is possible to have multiple categories, such as theoretical, conceptual (i.e., analytical) 
articles utilizing case studies or statistical samples.  
 
For this review, Wacker’s (1998) classification scheme was used. Wacker (1998) suggests that 
research methods can be broadly divided into two main groups — analytical and empirical. As an 
overview, analytical methods deal with broader theory building, conceptual assessments of the field, 
qualitative discussion and quantitative methods for creating models. Wacker (1998) has been used 
extensively (Dubey et al., 2017; Beske et al., 2014) as a way to classify approaches in the business 
literature, including in CSR-related or sustainability literature, which is why the work is used in this 
essay. Using definitions given in Wacker (1998), analytical methods are categorized as conceptual, 
mathematical or statistical. Empirical methods include experimental design, statistical sampling or 
case studies. The results of classifying the articles according to the research methods adopted are 
shown in Table 2.8: 
 
 Articles’ Reference Numbers Count 
Analytical Total 9, 12-13, 28-29, 33, 39-40 8 
Conceptual  12-13, 28-29, 33, 40 6 
Mathematical/statistical 9, 39 2 
Empirical Total 1-8, 10-12, 14-27, 30-32, 34-39, 41 35 
Experimental design  0 
Statistical sampling 1-4, 7-8, 14-15, 17, 19-21, 25, 27, 30-32, 34-39 22 
Case studies 5-6, 8, 10-12, 16, 18, 22-24, 26, 41 13 
Total  86 
Note: While 41 articles were reviewed, some articles are presented in more than one 
category, i.e., some studies used both analytical and empirical methods and are, 
therefore, counted more than once. 
Table 2.8: Methodology applied to CSR 
 
Empirical studies (35 articles) are the most common in the literature reviewed and, in particular, 
statistical sampling through surveys (22 articles). In two cases (Fayyaz et al., 2017; Chang, 2015), 
articles were both analytical and empirical, although the majority (33 empirical; 6 analytical) were 
either analytical or empirical. For the analytical cases (8 articles), most were conceptual (5 articles), 
45 
 
often broadly discussing the application of CSR or CSR-related concepts using qualitative, descriptive 
discussion as well as literature reviews (e.g., Acquier et al., 2017; Lund-Thomsen et al., 2016). 
 
2.5 Contributions of this Essay 
 
It is evident that the field of CSR provides very broad definitions and understanding of CSR, as the 
works cited above often had different but exact definitions, if definitions were applied at all. Carroll’s 
(1991) classification is often adopted, but TBL is also another key reference point. Hence, a systematic 
literature review on this topic is an established and powerful method to synthesize the findings and 
various research perspectives into a comprehensive framework for understanding the role of CSR in 
determining strategic choices in manufacturing. 
 
The above contribution is particularly important as concepts such as social, environmental and 
economic concerns overlap considerably between so-called green manufacturing, which focuses on 
environmental aspects, the TBL stakeholder theory, and the GRI system. Other CSR classification 
systems, such as Carroll (1991), emphasize legal aspects, but categories such as legal aspects and 
human resources were sometimes conflated with the social categories of CSR, while, at other times, 
human resources was seen as economic, or legal issues were applied within a variety of categories 
that included social, economic and environmental areas. 
 
Definitions and applications of CSR are not consistent, in part because standards such as GRI or ISO 
9001 are not specific in how firms should apply CSR. This review, by organising the existing 
literature, highlights the different economic, social and environmental reasons along with voluntary 
action and philanthropy, that lead to the adoption or rejection of CSR by firms and manufacturers.  
 
The lack of clarity also extends to theory, where different theories are applied that include 
instrumental, integrative, ethical and political categories. While stakeholder theory, as an example, is 
often incorporated as part of CSR, it is not exclusive and CSR is seen as part of other theoretical 
categories that may not generally apply to CSR, such as resource-based view (RBV) theory. In 
addition to systematically presenting the main theories observed in the literature, the contribution of 
a literature review with a focus on the manufacturing sector is that CSR could also be applied with 
manufacturing strategy (MS,) where categories of integrating CSR within MS components could be 
critical for manufacturing success. This theoretical integration will be further discussed in Essay 2, 





The factors that relate to CSR adoption can be divided into reactive and proactive reasons, where 
proactive CSR relates to actions taken by firms without being pressured, while reactive CSR was a 
response based on pressure from various stakeholders (Torugsa et al., 2013). Although the definitions 
and study of CSR in the literature incorporate both proactive and reactive forms of CSR, this review 
differentiates the two concepts and provides classifications of the proactive and reactive forms of 
CSR. 
 
From the review, in addition to the financial benefits, reputation, an overall long-term competitive 
advantage, innovation, social or governmental pressure and consumer expectations are the main 
factors that incentivise the application of CSR. Motives to carry out actions are not always 
synonymous with incentives. Furthermore, firms that apply proactive CSR may be doing so due to 
perceived pressures, whether from competition or impending government regulations. Jamali and 
Karam (2016) indicate that corporate culture could be an impediment to applying CSR. Conversely, 
culture can also act as a motivating factor in cases where there is an expectation by managers that 
CSR forms part of the larger business strategy (Torugsa et al., 2013). Understanding the underlying 
reasons why CSR is applied is difficult, as motives and incentives could be conflated, and often 
corporate culture has been ignored as a focus in the literature. 
 
2.5.1 Challenges and benefits to manufacturers 
For manufacturers, the findings of this review has clear benefits. For instance, it is evident that a 
greater focus on corporate culture and motives is required. Incentives, however, are not easily 
separable from benefits for firms, where it is seen that motives and incentives can be conceptually 
different. Why do some firms act proactively and others do not? As suggested earlier, organizational 
culture (Linnenluecke et al., 2009) can play a defining role for manufacturers. Differentiating how 
corporate culture emerges, what leads managers to select choices that help both their firm and society, 
and how organizations change so that CSR becomes a high priority could assist manufacturers. As an 
example, this information can help companies craft a positive workplace, allowing employees to feel 
valued and that their actions are benefiting society, rather than just focusing on profits. This could 
provide not only performance benefits for manufacturers but also help retain employees in cases where 
corporate culture creates an expectation of CSR application. As discussed earlier, some firms such as 
technology manufacturers are proactive, in part because it provides benefits to their firms. Regardless 
of the reason, such industry sector factors help to push a more proactive CSR culture. Thus, while 
benefits have been a key focus, showing how CSR could help employee retention and CFP among 
other things, employers need to be made more aware of how culture develops in the firm and whether 
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there might be characteristics about the business (e.g., a low-margin industry) that prevent benefits 
from being universal or easily met. Finding out how to incentivise businesses to adopt CSR needs to 
be individually crafted for specific industries or even manufacturers. This work could be used to point 
out the need for this information, and the fact that the research has not substantially looked at these 
factors in the major articles incorporated in this review.  
 
Articles did not focus on time as a critical component of culture. Jamali et al. (2017) and Jamali and 
Karam (2016) did talk about culture expectations affecting CSR and how they relate to the update of 
certain CSR practices, which implied some time elements but they were not specifically focused upon. 
As culture is often time-specific, some element of time is necessarily part of CSR consideration. 
Although stakeholders did form an important aspect and stakeholder theory was referenced by articles, 
if and how stakeholders change over time (such as the new stakeholders added to firms as products 
change) was not a primary focus in relation to the time element. In effect, time is an important element 
as changes occur in the market, and CSR can be framed and understood specifically for external 
stakeholders that are also shifting in relevance (van Marrewijk, 2003). As an example, today CO2 
emissions are far more important to manufacturers than a few decades ago. Thus, time is an important 
element within CSR-related concepts and in the culture of CSR because social norms often change in 
the different places applying CSR. 
 
Overall, it was a challenge finding high-ranked journal articles focused on CSR and manufacturing, 
as more often the literature focused on different business areas, including services and extraction 
industries. Manufacturing was often incorporated without being differentiated based on sectors. In the 
incorporation of CSR for low-margin industries such as textiles, that is, those industries that are less 
likely to apply CSR, these industries could be more specifically investigated to see what motivations 
and cultural developments are necessary before certain industries are likely to adopt CSR. The review 
also suggests that the term ‘proactive CSR’ may be misleading, particularly in cases where proactive 
CSR could, by nature, be reactive to greater stakeholder and environmental pressure although, 
ostensibly, it may seem proactive. This view also has implications for public policy. As manufacturers 
begin to understand that they have to reorient manufacturing to become globally competitive, CSR is 
seen as part of that strategy. However, to get manufacturers to buy into this strategy, an understanding 
of what makes manufacturers proactive or reactive and which form of strategy is better, could be 
important in providing incentives. In effect, to achieve better policy that shapes future manufacturing 
incorporating CSR, an understanding of the incentives and inhibitors to CSR that include 
manufacturing whether it is proactive or reactive, could be fundamental to the success of a national 
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manufacturing strategy. Ultimately, incentives have to be crafted for all relevant industries in the 
manufacturing sector to motivate firms to focus on CSR as part of their strategies. 
 
2.5.2 Challenges and academic benefits 
This review also has benefits for academic research. The review highlights the need to put more effort 
into studying organizational culture, and how culture which varies across time may influence the 
application of CSR. This area has currently been understudied. The review showed little evidence that 
culture makes up a major part of the theories incorporated that relate more directly to CSR application. 
Organizational culture, and the way it relates to stakeholder theory, could help develop a clearer 
understanding of how incentives are formed within CSR. Whereas we now see political theory, as per 
as a major area of focus for CSR, links to cultural factors are minimal. Incorporating organizational 
culture could include practical assessments of CSR in studies, or measures for CSR that can be used 
for empirical assessment. For instance, this could include specific categories within GRI that focus on 
organizational culture and its link to the incentives for CSR and its inhibitors.  
 
A potential long-term benefit of such work is that it indicates the need for links to be made between 
analytical and empirical methods. This might mean, among other things, that RBV assessment should 
have specific categories that address stakeholder and CSR actions that link practical resource 
utilisation with how CSR is incorporated. As an example, research understanding how resources are 
distributed for CSR activities, which then link to wider strategies, could also investigate how 
incentives affect the distribution of resources. If CFPs are closely linked to incentivised CSR 
activities, how do resources help achieve not only CFP but also address relevant stakeholder CSR 
concerns? Furthermore, interestingly, while CFP is often a focus, the literature did not look at the 
theory of organizational performance in relation to CSR. In effect, CSR is still not seen nor analysed 
as part of theoretical works in performance. To further validate the theory and incentives for CSR, 
analytical modelling that focuses on specific cases as validation could be tested to see how incentives 
play a role in redistributing resources that balance relevant stakeholders. A model could then be tested 
on other cases to assist with better policy decisions to see how varying incentives, such as encouraging 
the organizational culture for CSR activities, may reorient wider strategic intent and CSR activities. 
These are a few examples of the identified gaps in the literature which can be further studied to better 







2.5.3 Future research directions 
The review analysed 41 articles published in the ABDC ranked journals with respect to how CSR is 
related to manufacturing and shows that the literature often does not directly investigate motivations 
for CSR. The focus is on the incentives and inhibitors to applying CSR, but this may not be the same 
as motivation, the definition of which lacked clarity and definition in the literature. Incentives and 
inhibitors are discussed as to why CSR is applied, but the discussion does not include whether or not 
factors, such as corporate culture and ethics, push managers to make decisions to adopt, and whether 
CSR has a direct effect on profits or not. Further consideration is also required on incentives and 
inhibitors, or what Paulraj et al. (2017) call the antecedents of CSR. In other words, they are what 
influence CSR action and spur its use. This is different from motivation, as incentives or inhibitors, 
which are synonymous with benefits and cost, could simply be outcomes rather than an initial reason 
why CSR was applied. In effect, a company knowing that it might make profits by applying aspects 
of CSR does not mean it is a simple motivation. Motivations are often complex, ranging from 
managerial culture, training and expectations to profits as well (see, Spence & Rutherfoord, 2001). 
 
The review, with a recommendation and an avenue for future research, highlights the need for a greater 
focus on motivation and what, including the role of stakeholders, prompts firms to adopt CSR. For 
instance, some manufacturers may apply CSR guidelines even if they are costly, as they see it as a 
necessary expense relative to the larger culture of the environment under which the firm operates. 
Researchers in the future can begin to refine their approaches by asking more specifically, in surveys 
for instance, about the motives behind CSR policies in management. The broader role of corporate 
culture, ethical practice, national policy and public pressure should be investigated more substantially 
as key factors in CSR decision-making. There also needs to be a greater focus on the social and cultural 
factors in relation to CSR, as culture has not been widely considered. In addition, current articles did 
not consider time as an element in incorporating CSR application, and that standards may change as 
cultural norms and values change; these aspects have to be considered in future studies. 
 
Furthermore, while reactive and proactive CSR have been studied, their treatment in the literature 
does not look deeply at the complexity of motives. Even proactive CSR could be influenced by profits, 
or employed to make a manufacturer appear like a leader in efforts toward sustainable manufacturing, 
for example. On the surface, a manufacturer may appear to be proactive but its underlying motives 
may not be evident. One can volunteer to do something but, at the same time, also feel compelled to 
volunteer. Perception plays an important role in how corporations apply wider business strategies 
(Banerjee, 2001) that could incorporate CSR. The literature should, in the future, look more closely 
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at how perceptions, including the public versus private attitudes of manufacturers toward CSR, are 








































Essay 2: CSR in Global Manufacturing Strategy: 
A New Conceptual Framework for Manufacturers Opting to Export in Global 
Trade Environments 
3.1 Abstract 
Purpose: This essay addresses the following questions: 1. How does the global trade environment 
impact on the manufacturing strategy (MS) of firms in relation to their corporate social responsibility 
(CSR) practices? 2. How decision categories, competitive priorities and capabilities reflect these 
strategic CSR choices? The essay develops eight propositions based on a literature review, in addition 
to a revised conceptual framework of how MS changes when a firm moves from a domestic to an 
export-orientated focus, while addressing CSR related strategies. 
 
Design/Method/Approach: The revised conceptual framework was developed after reviewing extant 
literature on MS, CSR in manufacturing, MS competitive priorities, decision categories, and 
capabilities and their application to the exporting scenario.  
 
Findings: The essay proposes that MS will be driven by the need to protect against uncertainty and a 
lack of knowledge in foreign markets, even as CSR initiatives improve the prospects for survival and 
expansion as part of an exporting strategy. As a result of different environments and international 
strategies, decision categories, competitive priorities and capabilities will change to reflect an 
orientation from domestic production to exports. CSR is reflected in the new direction of MS 
development by applying and modifying existing MS components. Accordingly, the essay 
conceptualises how these strategic differences occur and the issues encountered by firms when they 
transition to an export focus. The propositions indicate there is a need to modify Skinner’s (1969) 
original theoretical framework and reflect a stronger role for CSR in exporting and MS, so that the 
uncertainty and dynamism of modern manufacturing affected by globalisation are better addressed. 
 
Practical Implications: This essay has important implications for manufacturers who wish to move 
their manufacturing from being domestically to global. Manufacturers may learn how CSR could 
become integrated into their strategies as they move to new foreign markets applying MS, competitive 




Originality/Value: The originality of this research lies in the fact that previous research has not 
conceptualised how MS may change as a result of engaging in international trade, and how CSR could 
be incorporated in strategic choices. 
 
Keywords: 








This essay addresses the following questions: 1. How does the global trade environment impact on 
the manufacturing strategy (MS) of firms in relation to their corporate social responsibility (CSR) 
practices? 2. How decision categories, competitive priorities and capabilities reflect these strategic 
CSR choices? To do this, a new CSR and MS linkage is proposed within MS characteristics that are 
applied to trading to new overseas markets. The framework of CSR and MS and propositions are 
provided as part of the broader discussion.  
 
Manufacturing as a share of the national income in developed countries, such as Australia, the USA, 
the United Kingdom and, Germany, has been declining for the last few decades, including since the 
growth and expansion of globalisation (ITIF, 2012). From highly protectionist policies before World 
War 2, to the growth and expansion of international markets, manufacturing in developed countries 
has experienced significant changes. Since the 1980s and 1990s there have been sharp declines in 
manufacturing in developed countries, and low-cost locations such as China, India, Brazil and others 
have increased their worldwide share in manufacturing (Gereffi, 2014). This has occurred because of 
high wage rates in developed countries, exchange rate fluctuations, global competition and rapid 
technological changes. These changes have necessitated the manufacturing sector in developed 
countries to reorient their focus to reflect changing global conditions (Green & Roos, 2012). In the 
last few years, exports of goods from developed countries have slowed down (World Bank, 2017). 
 
Despite declines in the manufacturing sector, as a whole, the sector is still credited with making large 
direct and indirect contributions to developed countries’ national outputs, employment, investment 
and innovation (Huang & Rice, 2009; Anderson, 2017). As an example, manufacturing produced 29% 
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of Australia’s exports and, in the last decade, provided employment to almost one million people 
(Prime Minister’s Manufacturing Taskforce, 2012). Additionally, it created strong and extensive 
linkages across economies, as both suppliers and purchasers from other businesses, including 
extractive industries, agriculture, utilities, construction and the service sector. In the UK, high-tech 
manufacturing helps push innovation and creativity in different markets, where manufacturing of 
technical products is seen as a key engine for growth (Love & Ganotakis, 2013). In the USA, since 
2010, manufacturing has been regaining employment, with nearly 12.5 million workers by 2017 
(Bureau of Labor Statistics, 2017). Applications of CSR have also increasingly formed an important 
consideration in the manufacturing process. One benefit of CSR is that it has improved competitive 
advantages for manufacturers, as it allows products to be differentiated in consumers’ minds based on 
how well products address CSR consideration in areas such as sustainability, environment, economic 
and social (Saeidi et al., 2015).  
 
Key factors that shape MS, the focus of this essay, are competitive priorities (CPs), decision categories 
(DCs) and capabilities that determine how strategic decisions and policies are implemented by the 
manufacturers (Wheelwright, 1984; Hayes & Wheelwright, 1984; Platts et al., 1998). These factors 
determine where manufacturers invest and even whether or not they enter given markets. CPs are the 
operational dimensions that manufacturers use to satisfy customers, and commonly include a focus 
on costs, flexibility, delivery and quality. Fundamental to understanding MS, DCs account for the 
tangible resources and management responsible for crafting policy by a given manufacturer. 
Capabilities represent practices, resources and routines that are operational in driving strategic focus. 
Despite their importance, a proper understanding of the links between domestic and international 
markets in affecting and shaping CPs, DCs and capabilities has been missing from the literature. This 
essay particularly examines whether manufacturers CPs, DCs and capabilities change as a result of a 
firm transitioning from being domestically focused to globally orientated. 
 
While MS has played an important role in manufacturing, social responsibility performance, CSR 
adoption has emerged as critical issue in manufacturing performance (Cosimato & Troisi, 2015). This 
has led networks of related businesses and collaborative companies to develop managerial processes 
in which a consistent, social responsibility message is provided in relation to business application 
(Kim & Ferguson, 2018; Daboub & Calton, 2002). This means that businesses strive to convey 
consistent messages to their customers and that the messages should be adopted within their relevant 
networks, including their supply chains. Products are better differentiated in consumers’ minds with 
the use of CSR, giving a distinct advantage for businesses that can leverage CSR and its components 
of social, environmental, economic and philanthropic dimensions (Carroll, 1991, 1999). Production 
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practices, including where a manufacturer may choose to utilise given supply chains, and what types 
of products are incorporated in a finished good, are also considered as part of wider social 
responsibility or CSR considerations (Pedersen & Andersen, 2006; Barcos et al., 2013; Cosimato & 
Troisi, 2015).  
 
The essay begins by presenting the general methodology applied to review the articles, and then 
redefines the role of CSR in export manufacturing. This will include defining what MS is, then looking 
at how CSR is conceptualised within MS. Propositions are then presented as to the roles of CSR and 
MS, including how the different components of MS and CSR could fit in these components. Strategic 
capabilities are then discussed in the context of MS. A revised framework as to how CSR can be 
integrated into MS for exporting is then proposed. The essay concludes by highlighting the 




This essay adopted the conceptual principles presented by Callahan (2010). The focus is a review of 
relevant literature in order to assess its relationship to the key concepts that are reflected and connected 
to the main research question. This implies reviewing and integrating the literature and assessing 
where relevant concepts, gaps, and focus are in recent research. The literature on MS focused on how 
theory is applied in manufacturing, both in domestic and exporting environments. The CSR literature 
was also investigated; the focus specifically related to how CSR has been used in manufacturing and 
MS. In this approach, relevant literature was focused on and all journal types and impacts were 
incorporated. After the literature was surveyed, eight propositions were developed that, in turn, helped 
to formulate a conceptual model of how CSR and MS can be integrated, and gaps in the literature with 
respect to CSR and MS were highlighted.  
 
3.4 Role of CSR Strategies in Exporting Manufactured Goods 
 
Literature incorporating MS has indicated that manufacturing firms have been associated with 
initiatives that promote positive corporate images, where resources are directed to influence 
consumers to view manufacturers positively (Villena-Manzanares & Souto-Pérez, 2016; Kaynak & 
Kuan, 1993). One focus noted in the literature has been the promotion of environmentally- and/or 
socially-friendly or sustainable manufacturing initiatives, including the promotion of eco-friendly 
products and fair pay that help firms in gaining increased efficiencies, higher competitiveness and a 




Green products are an example of finished goods that are manufactured in what are seen as more 
sustainable ways that have a lower environmental impact. Manufacturers now label their products as 
“green” as a form of marketing to differentiate their products (Dauvergne & Lister, 2010; Baines et 
al., 2012). One example that has emerged is accreditation of products that are considered to be 
sustainable. For instance, developed standards (e.g., ISO 14024) are utilised for sustainability 
labelling (Koszewska, 2015). An example is the manufacture and creation of wood products that 
receive certification indicating the wood is from sustainable forest management (SFM) production. 
Paper manufacturers, for instance, could list that their paper is utilising more sustainable resources 
rather than integrating trees from vulnerable forests (Weber, 2018).  
 
The focus of integrated CSR and MS has rarely been applied in the literature. However, stakeholder 
theory, which considers external and internal stakeholders, including those affected by or affected 
firms (Freeman et al., 2010), does overlap with CSR, where stakeholder concepts have been 
investigated in the wider business literature, including in manufacturing (e.g., Cao et al., 2017). Wider 
stakeholders have been considered, such as in investigating the relationship of free trade and MS in 
the area of environmental impact (McIntyre et al., 1998; Poesche, 2002). This also includes how free 
trade affects given regions and communities’ social and economic relationships to firms.  
 
Rather than only looking at how CSR helps organisations’ profits, other dimensions and metrics are 
needed, including how internal and external stakeholder considerations are addressed by the 
manufacturing processes (Harrison & Wicks, 2013). Thus, while it is possible some financial 
indicators demonstrate that applying CSR can lead to positive performance benefits such as improving 
profits (Gao & Bansal, 2013), other types of indicators, such as community well-being or 
environmental benefits, are also required to be demonstrated, and whether positive results are possible 
in relation to wider stakeholder interests being met while simultaneously also addressing 
manufacturers’ interests. For instance, local communities’ satisfaction that a manufacturer is operating 
near them and not adversely affecting the environment while also providing employment could be one 
set of indicators (Belal et al., 2015). Such objectives can include environmental, social, economic and 
philanthropic considerations, where a manufacturer satisfies multiple interests of internal and external 
stakeholders (Carroll & Buchholtz, 2010). For instance, for the environment, firms may set targets of 
achieving greater use of recycled materials or reducing their carbon footprint (Schramm-Klein, 2018). 
 
Nevertheless, in order to gain a competitive advantage in foreign markets, there is a need for 
manufacturers to leverage their strengths, including areas where companies have developed export 
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advantages relative to other competitors (Barney, 1995). In today’s competitive climate, exporting 
manufacturers need to develop knowledge and experience in technology, product design, management 
practices and understand customer behaviour and preferences in foreign markets (Harcourt, 2000), 
integrating these as part of their operations that incorporate MS. In other words, exporting 
requirements mean developing operational and managerial processes that help address competitive 
foreign markets. The role of CSR can assist companies assimilate into foreign and domestic markets, 
as it helps with reputation, product branding, employee retention and other processes that contrinute 
towards developing a MS (Chen et al., 2015).  
 
While manufacturing in developed countries has shown steep declines in recent decades, Bryson et 
al. (2015) found that developed country manufacturers in some specific sectors do attempt to compete 
at a global level. Adopting an appropriate MS is commensurate to the advantages that a firm will need 
for developing national and international-level competitiveness (Atkin & Connolly, 2013). Swink et 
al. (2005) suggest that fast development of new products, dependable deliveries, superior reliability, 
quality and short delivery cycles are key elements of manufacturing performance that help address 
operational aspects of MS. Additionally, Bryson et al. (2015) found that organisations with 
international operations can reduce their operational costs by scaling their production.  
 
In developed countries, studies have shown that achieving positive manufacturing outcomes will only 
be possible if emphasis is put on exports, innovation and increased productivity as part of a broader 
strategy (Green & Roos, 2012; Samson & Gloet, 2014). Exporting is an integral part of sustaining a 
firm's advantages in a turbulent market because of improvements in financial position, diversification 
of markets, increased capacity utilisation, economies of scale, producing higher technological 
standards and attainment of a desired performance (Dreger & Zhang, 2014). Exporting can be an 
engine for a firm's growth, driving even new DCs, CPs and capabilities to be developed, as firms gain 
a competitive edge (Miltenburg, 2015). Nevertheless, firms also develop DCs that are applied to the 
domestic market, where the specific DC developed may require modification for export.  
 
Domestic operations and domestic DCs frequently become the starting point for exports. However, 
the extent to which DCs, CPs and capabilities relate to domestic and export markets is uncertain. The 
lack of a higher percentage of export manufacturers is likely due to the risks and costs involved in 
exporting and the consequences of export failure (Boso et al., 2013); this includes foreign market 




In developing business processes with CSR, firms also have to develop their MS with regard to DCs, 
CPs and capabilities. This requires a balance between stakeholder/CSR interests with those of 
manufacturers’ and fundamental requirements to be competitive. Given that exporting is seen as the 
path to growth, such challenges are even greater for firms that have to face uncertain and unfamiliar 
external environment. For MS, this essay seeks to add a new dimension by focusing on the differences 
between DCs, CPs and capabilities in regard to exports and domestic manufacturing, where these two 
have not often been adequately differentiated in previous literature, thus contributing to the literature 
in this area. In addition, how CSR is integrated into this process is investigated. 
 
3.5 What is Manufacturing Strategy About? 
 
Wickham Skinner (1969) was the first to publish the concept of MS. Later refinement has produced a 
simple and direct definition, referring to it as “a pattern of decisions affecting the key elements of a 
manufacturing system” (Hayes & Wheelwright, 1984: 17). MS dimensions include cost, quality, 
flexibility and delivery; these have been found to affect performance in domestic markets by 
influencing the decisions of the manufacturers (Miltenburg, 2008). MS is also viewed as a critical 
factor in affecting a manufacturer’s success in exporting by way of pricing structures, how quickly a 
manufacturer can deliver goods, the quality of products relative to competitors and having adequate 
resources to implement decisions (Chi, 2010; Größler & Grübner, 2006). With increasing international 
competition between manufacturers globally, some researchers have focused on understanding which 
manufacturing capabilities relate specifically to exporting performance (Hilmola et al., 2015; Da 
Silveira & Sousa, 2010). 
 
Figure 3.1 (discussed in following sections) summarises the perspectives of literature and extends the 
MS framework developed by Skinner (1969). The process of MS is defined by the hierarchical 
relationship between corporate, business and MS. The interrelationship between DCs, CPs and 
strategic capabilities, determines the content of the applied MS, such as factories built or personnel 
hired. Assessing the literature indicates that the role of the exporting environment was not emphasised 
in prior research. This could be mainly because exports were often simply seen as an optional 
extension of the domestic market and many countries were focused on developing their domestic 





Figure 3.1: Conceptual framework of MS developed by the author, based on the literature 
 
3.6 Conceptualising CSR in a MS Framework  
 
3.6(a) From an internal to an external environment 
When a manufacturer moves from being domestically to export orientated, they need to consider the 
external environment of their target, host country. This includes reorienting and focusing on external 
opportunities, where shifts in existing MS, or entirely new MS, is developed for export markets 
(Miltenburg, 2009). MS affects the opportunities they can pursue and some of the challenges they 
may encounter (Singh & Mahmood, 2014). Developing important production components that can be 
adapted and responding to uncertainty is critical for manufacturers that apply themselves to foreign 
markets. Unexpected demand, foreign tastes, emerging competition, a volatile political situation, 
affordability and other factors are often less certain for a manufacturer, forcing them to create products 
that best enable economic benefit but do not endanger firm resources (Andersen, 2017). This has led 
to a focus on the Triple Rs - responsiveness, robustness and resilience - in dealing with uncertainty 
(Kristianto et al., 2017), which leads to the following Proposition: 
 
Proposition 1: Export orientation forces manufacturers to incorporate the uncertainties of the 




Efficient production, greater competitiveness, new technologies and products have been some of the 
benefits of taking an export-orientated approach and reapplying it to domestic markets (Fratocchi et 
al., 2016; Yin et al., 2017). For instance, vertical integration of production, cost efficiency through 
economies of scale, and re-application of technology etc. allow manufacturers to use resources 
focused on foreign markets that could then be re-applied for the domestic market. Accordingly, 
Proposition 2 postulates: 
 
Proposition 2: Once a manufacturer engages in exporting, their production processes become 
more efficient,  
3.6(b) Business/corporate/manufacturing and international strategy 
In Skinner’s (1969) model, the focus has been on the corporate strategy (Porter, 1991). Business 
strategy, another key area, represents the business process that the firm implements to apply corporate 
decisions or strategy, and how a firm competes in its chosen business segments/industry (Porter, 
1991). Such choices then impact MS as it represents one of the functional strategies that apply to the 
corporate and business plan. When a manufacturer moves from being domestically to export 
orientated, an international strategy is required. Therefore, ‘international strategy’ could be added as 
part of wider strategy considerations in Skinner’s (1969) model. International strategy is defined here 
as where a firm’s competitive position in one market is significantly affected by its competitive 
position in other markets (Ghoshal, 1987). The choice of international strategy will impact on the 
firm’s manufacturing, process and strategy, for instance, whether a firm offers standardised products 
to all markets or adapt them to local conditions and tastes (Matt et al., 2015). Other strategic issues 
relate to a firm gaining economies of scale as a result of exporting. While business and manufacturing 
processes are affected by strategic choices, other considerations have to do with how strategies adapt 
to local expectations, including customs and social norms. Here, CSR can play an important role. In 
this case, CSR considers what local stakeholders’ interests might be in a business or industrial process, 
such as fair wages, reduced pollution or benefits to the local community. For example, in China’s 
garment industry, expectations for workers’ rights and greater benefits have increased as exports have 
increased (Chi, 2011). The expectation now is that CSR considerations are applied as part of routine 
business, which has led to increased costs but a healthier work environment. Overall, it has been found 
that different countries have different relative expectations of what appropriate corporate behaviour 
is, requiring manufacturers to approach their practices differently in the countries they operate in 
(Yekini et al., 2017). Failure to adapt CSR to the countries of their operations can have negative 




Proposition 3: The choice of an international strategy will impact on manufacturing strategy, 
as the firms deal with issues or expectations in foreign markets in relation to CSR. 
 
3.6(c) Manufacturing competitive priorities (CP) 
Competition defines manufacturing objectives and represents how market requirements are shaped 
(e.g., Hayes & Wheelwright, 1984; Leong et al., 1990). Several factors determine competitiveness, 
including but not limited to: cost, quality, flexibility and delivery (Hayes & Wheelwright, 1984; Leong 
et al., 1990). Recent research has shown that quality, delivery, cost, innovation and customer focus 
have been critical CPs irrespective of industry, although there has been an emphasis on specific CPs 
in different industrial sectors (Bouranta & Psomas, 2017). Research has shown that CPs form part of 
MS, forming the link between market requirements and manufacturing (e.g., Hill, 2000; Greasley, 
2006). For many decisions, there are trade-offs, as certain dimensions receive more focus. Hill (2000) 
created the concept of order winners and qualifiers that provides an understanding of the CP 
dimensions. Qualifying criteria (or dimensions) are factors that a company must meet for marketplace 
consideration. Factors of consideration include conformance quality and delivery reliability (Roh et 
al., 2014; Acquaah & Amoako-Gyampah, 2016). Additionally, order winning criteria are needed to 
differentiate manufacturers from competition to be selected for their products. By ranking 
requirements using a weighted system, studies provide a clearer picture of priorities important to a 
company, as evident in the case of Fine and Hax (1985) and Hill (2000), who utilised a point system 
that apportions 100 points in relation to requirements that can be judged.  
 
In the case of Chinese export manufacturing, it has been found that the most important CPs have been 
technology, costs, and branding (Zeng et al., 2017). Issues of quality were found to be relevant for 
both export and domestic production among SMEs in Canada (Lagacé & Bourgault, 2003). More 
recent studies have demonstrated that technology-focused CPs have provided the best benefit for 
manufacturers, whether focused on exports or domestic production (Lin & Tseng, 2016). Other studies 
have shown that costs, competition and markets, and institutional dynamism play important roles in 
shaping CPs and MS within exporting and domestic producing firms (Cai & Yang, 2014). A study 
from Brazil has confirmed that domestic and export production has increasingly emphasised 
innovation as an important CP, often more important than costs in order for a manufacturer to maintain 
a strong market position (Thürer et al., 2013). Technology also facilitates sustainable production, 
helping to address CSR, while accelerating adoption and potential competitiveness (Gold et al., 2017).  
 
Considerations of quality, delivery, cost, customer focus, flexibility and potentially other categories 
for CPs also require that CSR be addressed. These categories do not only help manufacturers realise 
61 
 
their profits but also help satisfy their relevant stakeholders in social, environmental and economic 
concerns. In fact, increasing selection criteria models used to choose suppliers incorporate how 
categories such as costs and delivery are affected by or affect CSR (Kumar et al., 2014). Increasing 
working hours to meet delivery deadlines, for instance, would score negatively if those hours would 
cause potential harm to workers’ work-life balance, or compromise OHS leading to work-related 
injuries. Delivery, costs and flexibility in the food industry are increasingly balanced with food safety 
(Lau et al., 2018). In other words, safety violations would cancel out any benefits or advantages a 
supplier might have if they are faster or cheaper than their competitors. Issues of sustainable practices 
and impact are increasingly part of selection criteria, such as Analytical Hierarchy Process (AHP), 
that incorporates CSR categories with those that balance profits and cutting costs (Heung & Wong, 
2015). Given the needs of balancing CSR with other categories that can benefit profits and costs for 
firms, Proposition 4 is stated as: 
 
Proposition 4: The competitive priorities of cost, quality and technology have played an 
important role in both export and domestic production differentiated by market expectations. 
 
According to Winter (2003), CPs have two primary roles: supporting MS and developing capabilities 
for creating and maintaining a manufacturer’s market position. Hayes and Pisano (1996) observed 
that managers need to make consistent decisions regarding practices, resources, processes and the way 
they are used; these will be fundamental in determining the operational features that are possessed by 
the manufacturing capabilities. As part of an exporting MS, CPs can take different forms. For 
example, should the utilisation of a specific cost structure for products or the product mix itself 
become a priority, as some products are more accepted in some markets and not desired in others? 
Furthermore, should the knowledge of a local market and culture be given priority as it relates to 
distribution channels and, hence, has a strong impact on sales and revenue? 
 
Quality, which is one of the key CP categories, is based on manufacturing products with high 
performance standards. In a domestic market, consumers may have a given perception of what is 
adequate quality for desired products, while in an exporting situation a firm may need to consider the 
quality requirements and standards in the foreign country where those concerns may differ (Netland 
& Frick, 2017). In regard to quality, an exporting firm may either wish or be compelled to meet the 
International Standards Organisation (ISO) standards to gain legitimacy and compliance for 
international markets. For example, Bellamy’s Organic Milk failed to have their product registered 
on time, for sale after quality testing, with the Chinese Food and Drug Administration (Guialliatt, 
2014), as this differed to their home country standards. Thus, the existing categories within CPs, such 




Another historically important CP is delivery, which is the provision of the product in a reliable and 
fast timeframe. Exporting changes the delivery options that firms must face, the documents required 
for exporting, the delivery options relative to infrastructure in different countries, insurance and other 
potential risks (Kim et al., 2014). Delivery problems could be addressed by using local distributors or 
finding efficient ways, such as through technology, to enable faster delivery (Scavarda et al., 2015). 
 
Flexibility in foreign markets can be critical, particularly in cases of uncertainty, as market needs 
might be unexpected or change quickly. Manufacturing flexibility can enable firms to better respond 
to unpredictable market conditions in export environments; which is particularly relevant in global 
manufacturing and trade environments that are volatile and where competition is high (Roh et al., 
2014). 
 
Cost is related to production and distribution, where manufacturing and shipment of the product 
generally has an advantage as those costs are low. While generally consumers and suppliers prefer 
lower costs, in both domestic and export markets, relative perceptions of costs vary based on views 
of quality, issues of how well products address CSR and other influences. In effect, consumers may 
pay higher costs if benefits are gained (Galeazzo & Klassen, 2015). Sustainable practices can help 
improve categories such as costs and quality, as they impose fewer negative effects on the 
environment and make more efficient use of resources. Criteria frameworks are increasingly 
evaluating how well manufacturers address issues of social, economic and environmental 
sustainability in relation to CSR’s links to CPs (Singh et al., 2016; Subramanian & Gunasekaran, 
2015). The above discussion can be encapsulated as Proposition 5: 
 
Proposition 5: Competitive priorities will need to change for firms moving from being domestic 
to export-focused.  
 
3.6(d) Manufacturing decision categories (DC) 
A review by Leong et al. (1990) provides summaries of DC frameworks, determining the division of 
categories in what are termed structural and infrastructural categories, which were initially proposed 
by Hayes and Wheelwright (1984). These authors explain further that the structural DCs relate to 
issues of production processes and facilities, including issues of production capacity and the extent 
and direction of integration of resources. Infrastructural decisions relate to issues of manufacturing 
planning, control, systems of performance measurement, organisation design and quality-related roles 
and tools. They state that managers need to make consistent decisions regarding resources, the 
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requisite routines and processes and the best practices to be implemented in order to develop specific 
manufacturing capabilities that achieve manufacturing objectives (Leong et al., 1990).  
 
DCs incorporate some of the most important policies and decisions companies make to develop a 
competitive strategy. Literature largely focuses on the specific strategic applications assumed to be 
structural or infrastructural components, including application to domestic production (Mirzaei et al., 
2016). However, differentiation between DCs undertaken for domestic versus export strategies is 
generally not a key focus. 
 
Structural DCs and their effect on strategy have included facilities, vertical integration, processes, 
capacity, networks and supply chains in a domestic market (Rudberg & Olhager, 2003). Suppliers and 
others stakeholders, such as contractors, involved in providing for the manufacturing process, 
including goods utilised, have included autonomous and centrally-managed networks and supply 
chains (Friedli et al., 2014). Domestically, one strategy has been to structure suppliers more centrally 
relative to export markets, given uncertain conditions in foreign locations (Narkhede, 2016). More 
central control can enable easier vertical integration and more rapid production. In effect, this provides 
greater control on how supplies and materials are provided in the manufacturing process. In 
Singapore’s pharmaceutical industry, it was found that the exploitation of the manufacturing network 
involved in product creation was most critical (Chai et al., 2009). Not only are networks utilised in 
manufacturing integration, but they are also utilised to better create capabilities in production and 
distribution (Scherrer & Deflorin, 2017). Establishing supply and management networks is critical for 
manufacturers in affecting their market presence (Karlsson & Sköld, 2007). CSR is increasingly 
required in the selection criteria. Governance and stakeholder perspectives are evaluated prior to 
decisions being made, such that decisions that maximise stakeholder benefit as well as that of the 
environment, social concerns and economic interests are taken into account (Albareda & Waddock, 
2018). 
 
Generally, it is easier to establish such networks domestically, due to market familiarity, minimal 
language barriers, dependability, flexibility and predictable costs. Capacity, as part of vertical 
integration, is another major focus area, in part leveraging networks of suppliers for domestic 
manufacturers (Narkhede, 2016). However, capacity building, takes time, as plants or other 
structurally-related implementation needs to be built. Companies may merge or integrate with rivals 
or other manufacturers to speed up the process, such as seen in the automotive industry in Sweden 
and the USA (Bellgran & Säfsten, 2010). Specialisation may also differ in terms of products offered 
in domestic markets versus those in foreign markets. This is evident in clothing manufacturers in 
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Central America, where similar products forced manufacturers to seek decisions that differentiated 
their brand based on aspects such as cost, quality, sales and efficiency (Ocampo et al., 2015). 
Additionally, technical support for products, particularly engineered products, may often require 
domestic production, as technical staff need adequate training (Ho et al., 2007). Similar to 
Propositions 4 and 5, CSR is increasingly integrated into selection criteria for selected networks. 
Application of CSR can help companies differentiate themselves and their brand, thereby giving them 
advantages in given markets (Agus Harjoto & Salas, 2017). From this discussion on networks, the 
following Proposition can be made: 
 
Proposition 6: Decision categories in export markets reduce potential foreign costs, facilitate 
production and incorporate CSR-based decisions. 
 
Infrastructural DCs include managerial approaches and the quality and structure of the workforce to 
produce effective manufacturing applications (Ward et al., 2007; Chatha & Butt, 2015). In domestic 
markets, local competition with similar manufacturers is often a key concern; therefore, decisions and 
differentiation strategies are often the key focus (Jonsson & Rudberg, 2015). For instance, it was 
found that in the Swedish automotive industry company management, culture and process applications 
drove which DCs were implemented, based on their management style (Löfving, 2016). Building 
enduring relationships and satisfying customer needs for service and product quality are effective, 
particularly for domestic strategies for market growth (Kaleka, 2011). Koufteros et al. (2002) suggest 
customer orientation may allow manufacturers to create better positioning in given markets. Focus by 
management on market fit in domestic production also helped to differentiate manufacturers to attain 
a better strategic position (Lillis & Szwejczewski, 2012). Emphasis on infrastructural categories for 
New Zealand manufacturers has also allowed firms to compensate for relatively weaker market 
conditions, where management and workforce capability enabled certain manufacturers to standout 
relative to their competition (Corbett, 2008). As stated earlier in regard to CSR, this is also where the 
application of CSR helps companies differentiate themselves within their infrastructural DCs, where 
management culture and workforce practices are part of CSR. Studies have shown that consumers 
who have become conscious of products and perceived social standards have an expectation that their 
purchases are going to firms with better labour, environmental and social standards (Vitell, 2015; 
Bosse & Coughlan, 2016).  
 
An issue that affects domestic DCs and strategy is exporting activity. The literature is limited on this 
relationship; however, domestic production and strategy have been shown to benefit from an export 
strategy. According to Amoako-Gyampah and Acquaah (2008: 576), “a well-established export 
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strategy helps the manufacturing businesses in ensuring their long-term survival, within the 
international and domestic market”. This is due to the production needs being scaled to fit both 
markets and the skills and other benefits developed during the production and management process. 
Countries such as China, which placed a great emphasis on exports, found decreasing costs and 
improved technologies, along with management strategies, helped to gain greater domestic market 
share while increasing consumer affinity for local products (Gereffi & Wyman, 2014). 
 
Local product competition could also push manufacturers to develop innovative strategy in applying 
CSR, where an emphasis on sustainable production and socially supportive manufacturing could be 
utilised to advertise against competition (Flammer, 2015). Arguably, the focus of CSR has influenced 
export competition, where often manufacturers from foreign countries competing with domestic 
producers have imitated local production practices (Fliess et al., 2007). In other words, CSR has the 
benefit of influencing manufacturers to comply with understood standards in a given country, where 
foreign countries recognise its importance in entering and succeeding in a given market. 
 
There is growing literature that has examined the influence of exporting on DCs. For example, Lee 
and Habte-Giorgis (2004), in their study of US manufacturers and their exporting activity between 
1994 and 1998, showed the relationship between product, market diversification and R&D investment 
in influencing export MS and success. More recent studies have also focused on the relationship with 
overseas distribution channels and networks (Pedersen & Slepniov, 2016), where vertical integration 
played an important role in strategic benefit. Studies have also looked at the impact of eco-friendly 
products (Leonidou et al., 2015), where new product development and technology, market selection 
and segmentation driven by the DC of capacity and facilities (Gaston-Breton & Martín, 2011) enabled 
clear advantages. Additionally, the role of customer service and product support (Kaleka, 2011) 
helped to differentiate manufacturers. The impact of positive corporate image on manufacturing 
exporting (Villena-Manzanares & Souto-Pérez, 2016) and pricing have been seen for some time as a 
key influence in affecting exporting success (Spyropoulou et al., 2018; Brouthers & Xu, 2002). 
Marandu’s (2015) study in Tanzania found that MS strongly correlates with exporting growth, where 
quality and price attractiveness were critical inputs. These strategies are driven by DCs relevant to 
organisational, planning, control of quality, driving costs down, capacity and HR. Other approaches 
have emphasised a series of network relationships as a way to understand both firms’ and 
manufacturers’ performance and stakeholder/CSR approaches. Firms may seek to create closer or 
more distant relationships with other actors as a way to benefit their performance, indicating that 
stakeholder relationships could be understood as network relationships or social distance between a 




For DCs applied in foreign markets, customers, competitors, suppliers and regulatory agencies have 
played an important role in affecting what manufacturers do in their export activities and where to 
focus efforts (Li et al., 2011). In the Chinese automotive, electronics consumer products and other 
heavy industries, it was found that logistics, regulation, such as environmental regulation, and 
management played an important role in how firms approached export strategies (Abdulrahman et al., 
2014). While these qualities are also true for domestic production, knowledge and certainty in foreign 
markets are often less, coupled with stronger competition that influences manufacturers’ strategic 
choices (Tate et al., 2014).  
 
The relationship between export MS and business performance is affected by the internal 
environment, such as systems and the firm’s management style (Kim & Hemmert, 2016). Superior 
manufacturing performance leads to competitiveness because of high productivity and quality, giving 
firms advantages and more leverage in applying DCs for exports (Singh et al., 2008). Management 
experience and its commitment to exporting, along with a domestic country’s level of 
industrialisation, are indicators of strategies linked to exporting performance (O’Neill et al., 2016. 
Supportive roles of domestic governments towards exporting manufacturers are equally important 
(Seringhaus, 1986; Chandran et al., 2013). Tariffs, as an example, can provide protection to allow 
domestic industry to develop, and become competitive over time, where government protection can 
allow firms to develop in both domestic and export contexts (Desai & Rudra, 2018).  
 
While DCs for domestic and export markets may often seem similar, a way to address uncertainty is 
to create more efficient economies of scale. This can be a benefit for firms, particularly as they merge 
production or apply vertical integration to benefit both types of markets (Hyun & Hur, 2014). For 
instance, it was shown that once the Korean automotive industry began to integrate their export and 
domestic production, efficiency improved and export volumes increased (Ohashi & Toyama, 2017). 
Nonetheless, it should be notes that uncertainty entails that some export endeavours could fail.  
 
It is evident from the literature that there are similarities in the DCs driving domestic and exporting 
strategies. Both structural and infrastructural DCs address the same issues relevant to technology, 
quality, integration, organisational design, capacity and facilities, nevertheless, strategy level 
implementation is market specific. For instance, the domestic market may require relatively higher 
quality goods, leading to higher prices that are acceptable to consumers, while in export markets a 
different quality is more beneficial relative to costs (Gervais, 2015). Supply networks have been 
shown to be decentralised in export-orientated manufacturing (Koch, 2001; Narkhede, 2016). Firms 
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also utilise networks to facilitate vertical integration so production is not only efficient, but economies 
of scale can be more easily achieved (Nes et al., 2007). From the above, the following Proposition can 
be made: 
 
Proposition 7: The application of CSR helps DCs differentiate domestic from exporting strategy 
and create positive perceptions in consumers and others.  
 
3.6(e) Role of strategic capabilities in manufacturing strategy 
This essay uses the definition of the term capability as developed by Winter (2003) and Corbett and 
Claridge (2002). Over the last few decades, many concepts on developing or improving manufacturing 
capabilities have been advocated. Unsurprisingly, action plans, improvement programs or 
manufacturing concepts are not universally applicable because of industrial and structural differences 
(Chavez et al., 2017) or strategic emphasis (Sansone et al., 2017). Ketokivi and Schroeder (2004) 
found an important challenge in justifying and examining why and under what conditions some 
actions have competitive value. Fitting a manufacturing plant’s practices and routines to its 
environmental, structural and strategic context is crucial to developing operations with a competitive 
advantage (e.g., Zeng et al., 2017; Sousa & da Silveira, 2017).  
 
Patel et al. (2012) have indicated that the most critical capabilities are related to the CP of cost that 
helps in reducing operational cost without compromising the integrity of the organisation’s operations. 
The view that capabilities relevant to quality, cost, delivery and flexibility are related is shared by 
researchers and has been perpetuated by Größler and Grübner (2006), Dukovska-Popovska and Boer 
(2008) and Terziovski (2010). Furthermore, for foreign export markets in particular, it was found that 
responsiveness, robustness and resilience have helped manufacturers gain advantages in their applied 
capabilities and address greater uncertainties (Ismail et al., 2011). Manufacturers need to easily adapt 
and respond to changing conditions through development of relevant capabilities as markets change 
(Pan & Nagi, 2010). Nevertheless, capabilities that have incorporated sustainability practices, where 
operations management and Configuration Theory (Vorhies & Morgan, 2003), for instance, has been 
applied, rather than simply focusing on keeping costs low while considering wider stakeholders in 
relation to environmental concerns, have demonstrated success (Longoni & Cagliano, 2015). An 
Australian study by Swink et al. (2005) found that compliance with government environmental 
protection regulations assists in manufacturing exporting performance due to customers’ requests for 




In the revised framework (see Figure 3.2), the role of strategy in CPs, DCs and capabilities is affected 
by the exporting environment conditions. This affects capabilities, as routines and processes created 
must be adjusted and modified as a response to export market uncertainty, including changes to the 
exporting environment. As stated above, robustness, resilience and responsiveness are seen as three 
critical capabilities that allow strategic advantage. A framework that incorporates these three concepts, 
while keeping costs low, has allowed manufacturers to rebound, even in developed countries (e.g., 
Klibi et al., 2010; Heinicke, 2014; Thomas et al., 2015). A related concept, flexibility in responding 
to market conditions, is seen as an important capability for quick response manufacturing that is highly 
adaptable. It was shown that the meaning of flexibility varies from manufacturer to manufacturer, as 
market and industry needs are often very different (Upton, 1995; Gold et al., 2017). Nevertheless, the 
literature has also demonstrated business strategic success can be achieved when multiple 
stakeholders and CSR are considered in managerial decisions (O’Niel et al., 2017). Psychological 
effects and perceptions, along with cultural practices and norms, may steer consumers towards 
manufacturers with better stakeholder and CSR integration (Van der Laan et al., 2008).  
 
In general, capabilities are often not differentiated between export and domestic production. Intensive 
resource utilisation and marketing were seen as important ways in which firms differentiate 
themselves in export competitiveness (Nalcaci & Yagci, 2014). Branding was seen as an important 
part of capabilities, and how firms present themselves was found to be important in export 
competitiveness (Hsiao & Chen, 2013). Branding utilising CSR allows manufacturers to create 
positive perceptions and assist with strategic development. 
 
For some manufacturers, conflict, costs and distance can be major limiting factors in foreign markets, 
where other, new capabilities may be needed to respond to changed events (Boso et al., 2013). 
Uncertainty is offset by gains manufacturers may perceive, such as developing better products and 
leveraging production to better compete in both domestic and foreign markets. In fact, uncertainty in 
markets has been attributed to influencing product differentiation, showing how export DCs also affect 
domestic production (Iacovone & Javorcik, 2010). What offsets uncertainty, however, is the 
utilisation of CSR that enables strategic advantage. Creating generally positive perceptions can help 
mitigate volatile swings in the market when firms attempt to distinguish themselves from each other. 
To help navigate the necessary CSR considerations, standards such as ISO 9001 and others (e.g., 
14000 series) have been implemented to ensure that green standards and sustainable practices are 
applied consistently in firms. Business performance has been shown to have likely economic benefits 
when CSR practices such as green manufacturing and relevant standards are applied in the 
69 
 
manufacturing process, such as in Brazil’s manufacturing environment (Soubihia et al., 2015). This 
leads to the following and final Proposition: 
 
Proposition 8:. CSR can help mitigate volatility of exporting markets as manufacturing 
capabilities adjusted to account for ucertainty assisting  with overall strategic gain. 
 
3.7 Revised Framework: Role of CSR in the Manufacturing Exporting 
Environment 
Figure 3.2 presents the revised MS framework where exporting plays a more prominent role, with 
some variation in CPs (e.g., emphasis on technology and branding), which helps differentiate 
exporters from domestic-focused manufacturers. Resilience, robustness and responsiveness (Triple 
Rs) play a role in developing capabilities that differentiate manufacturers in export markets. In 
general, DCs, CPs and capabilities for export and domestic markets for manufactures are similar or 
the same; however, the variation is on the emphasis. At times, aspects of DCs, CPs and capabilities 
are emphasised differently for export-focused manufacturers that accommodate market conditions in 
given export countries. For example, the different managerial structures and working conditions 
adapted to a given country could be applied in facilitating export products. 
 




One major difference with the revised framework relative to how MS is traditionally envisioned is 
that CSR is applied within DCs, CPs and capabilities, whereas CSR considerations are incorporated 
through ISO standards, GRI or other applications. CSR needs, expressed through external 
stakeholders, are formalised and applied in each relevant step of MS. Table 3.1 indicates how multiple 
stakeholders could be incorporated within DCs, including examples where non-traditional 
stakeholders influence decisions. This includes structural and infrastructural DCs and how they can 
incorporate relevant stakeholders. In this case, non-traditional stakeholders are those not directly 
associated with shareholders or the manufacturer, but they have an interest in the affairs of the 
business and include external stakeholders such as the community, environmental groups, unions, 
political parties, academia and others. These examples demonstrate how DCs could be modified or 










Example of non-traditional (e.g., 




Production of eco-friendly 
products 




Build facilities in low-cost 
locations 
International organisations of compliance and 
corporate governance, human rights 
organisations in host and home countries, 









Ownership of suppliers via 
acquisitions 




    
Manufacturing 
planning and control 
system design, 
decision support 
Highly flexible production 
line with minimum inventory 
investment 
Quality regulators, international trade bodies 
involved in supply chains, NGOs’ guidelines 
for quality control 
Performance 
measurement, 
methods of measures 
Quality assurance program 
implemented 
International product standards, local and 




Flat hierarchy to facilitate 
communication 
Equal opportunity and human rights NGO for 
development and compensation of employees, 
shareholding reporting, governance and unions 
Quality definition, 
role, tools 
Introduction of new high-tech 
production machinery 
Advance manufacturing requirements and 
government subsidies, R&D organisations, 
consumer protection agencies and green 
technologies 




In effect, whether infrastructure or structural development is made, including the application of 
resources, management and utilisation of customer and supply networks, CSR helps guide the 
decisions being made and is directly integrated into each step that forms the overall strategy. At times, 
MS and its various components may align, as firms develop comparable foci in domestic and external 
markets; however, it is observed that they often take different approaches, having to create new 
dimensions within DCs, CPs and capabilities, as indicated in Figure 3.2, where CSR and external 
stakeholder needs may also be different from one country to another. For example, greater emphasis 
on environmental regulation could be required, for example, in European markets that have relatively 
strong regulations, while in developing countries worker benefits could be of greater focus (Govindan 
et al., 2015; Egels-Zandén & Lindholm, 2015). In effect, how CSR components are adjusted to given 
markets depends on the envionrment and culture of the host country. 
 
The above discussion demonstrates that in manufacturing there is evidence for the increased relevance 
of stakeholders and CSR. External stakeholders and CSR considerations have begun to shape 
manufacturing firms’ ideas regarding whom they are responsible to and who has a stake in the success 
and decisions applied by the manufacturers. Thus, in directing infrastructural and structural decisions, 
and overall capabilities, including building new plants or managerial experience and training, firms 
and manufacturers need to respond by not only developing CSR but requiring their suppliers to do so 
as well. Customers, the environment and wider society are often among the most important external 
stakeholders considered (Govindan et al., 2015), where DCs and CPs have to account for who and 
what might be affected by actions undertaken. Technology will likely feature among the most 
important roles, as CSR’s integration with technology is seen as critical for exports and marketing 
strategy (Carayannis et al., 2015). In such cases, the literature shows that CSR could also provide 
niche advantages for lower-margin industries through developing strategies that customers can better 
respond to, such as ethical manufacturing, green production manufacturing and adequate pay and 
benefits with new technologies  focussing on minimising costs, for instance, while also reducing 
pollution (Sengupta, 2015). Local consideration of cultural norms demonstrate manufacturers are in 
tune with their customer demands and expectations. These concerns can include better production 
practices, which can affect infrastructural and structural DCs, managerial awareness and practices that 
limit impacts on employees. As for cost, one of the most important factors for successful MS, this has 
to be structured in a way that is fair to the customer, while also reflecting the true cost to the 
environment or society as a whole. We saw that the Triple Rs (responsiveness, robustness and 
resilience), were important CPs and capabilities. These, however, should not be maximised by 
focusing solely on the manufacturers’ needs but should incorporate the needs of the stakeholders in 
foreign markets. Categories, such as GR4 EN, GR4 EC and GR4 LA (GRI, 2018), address 
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environmental, economic and social needs within CSR, where the actions relating to the Triple Rs are 
adjusted in consideration of their impacts. This can begin at the managerial level but also occur in the 
manufacturing process (see GRI, 2018).  
 
While, on the one hand, we see trends where companies move manufacturing to low-cost or 
developing countries where regulations might be weaker or less enforced, on the other hand, increased 
interest in stakeholder concepts and CSR has meant that their own populations and foreign consumers 
are more likely to scrutinise foreign manufacturing and firms, and expect CSR as part of their MS. 
Environmental and sustainability concerns have been applied in connection to MS. Business 
strategies, standards and practices that account for more sustainable actions and manufacturing 
processes are being applied. Where data are available, positive economic results are also evident when 
manufacturers incorporate the wider stakeholders’ interests and account for less detrimental and green 
manufacturing techniques. Business systems have accounted for stakeholders as well, but such 
stakeholders are often narrowly focused and their emphasis has been on providing the most direct 
economic benefit or helping to retain employees, thus involving mostly customers and those within 
the manufacturing organisations. Nevertheless, stakeholders deriving from the community and wider 
interests are not commonly considered or discussed in current MS literature. 
 
Although MS has not traditionally accounted for wider stakeholders, as it does not generally consider 
outside interests in relation to MS-based decisions, firms have, however, increasingly considered 
stakeholder interests, and this must continue in the future. As consumers and governments demand 
greater attention to the social, environmental and economic interests of a wider audience than 
shareholders, MS can be used to consider social concerns as a way to positively brand manufacturers 
in the eyes of consumers, better retain employees and increase manufacturers’ capabilities and 
performance. This, in effect, begins to merge MS capabilities and its application to manufacturers 
with shareholder interests, where manufacturers are increasingly rewarded for adopting wider 
stakeholder considerations such as community or environmental concerns. This reflects that CPs 
which incorporate stakeholder interests could help a manufacturer gain increased advantage, even if 
costs are increased.  
 
The revised framework presented in Figure 3.2 demonstrates that stakeholders incorporated as part of 
the decision process, where stakeholders influence CPs, allows the development of manufacturing 
strategies that develop DCs and capabilities reflecting wider interests. Relevant stakeholders can be 
understood through their relevance to power, legitimacy and urgency (Mitchell et al., 1997). Concerns 
for the environment, society and economic interests of employees and the wider community can be 
73 
 
seen as part of the manufacturing decisions process such that it gives manufacturers strategic 
advantage. The environmental and sustainability literature has demonstrated that incorporating wider 
concerns in MS theory is possible and can be profitable, indicating the potential that including wider 
stakeholders could lead to similar results.  
 
3.8 Practical and Academic Implications, Limitations and Future Research 
 
This work contributes to the literature on MS by providing a revised framework in which MS can be 
developed for research, industrial application and policy. Previously, MS was divorced from the CSR 
literature. However, in light of the literature indicating clear links to financial strategic advantages for 
CSR, global trade strategies clearly need to adjust to incorporate CSR, as trading to foreign markets 
has increasingly become the vehicle in which manufacturing expands. A framework that incorporates 
CSR within MS allows the evaluation of MS success, not only in terms of the exploitation of domestic 
and foreign markets but also the role and success of CSR within that strategy which could be better 
understood. This is in particular how CSR affects DCs, CPs and capabilities. Manufacturers can use 
the revised framework to better evaluate or plan how they structure their strategy once a firm has 
decided to engage in new markets. For firms, DCs should be created where foreign uncertainty and 
domestic interest are applied together, possibly helping to economise production that is flexible 
enough to succeed in different markets. By reorienting DCs, CPs and capabilities to accommodate 
foreign and domestic concerns, firms can better position themselves to eventually compete in new 
environments, helping to achieve national goals of increasing manufacturing’s contribution to the 
economy. Perhaps the long-term goal of a firm is to align strategies, which would allow them to 
leverage benefits simultaneously to both domestic and external markets. However, practically, this 
might not be the case, as volatility in global markets, in particular, may require more continual 
adaptation to market conditions. The revised framework emphasises that adaptive categories, such as 
Triple Rs (robustness, responsiveness and resilience), might be the most critical components to 
evolving MS. Furthermore, developing DCs, CPs and capabilities requires that firms integrate CSR. 
This could mean that local customs, worker rights, environmental protection, and management 
attentiveness to CSR, among other things, are part of a developed strategy, where these interests could 
also be leveraged so that advantages are gained. 
 
Policymakers could use the results to direct investment into capabilities that enhance areas such as 
Triple Rs including manufacturing that is adjustable to other scalable technologies (e.g., 
nanotechnologies). For instance, technologies used in the automotive industry in Australia do not 
simply benefit the manufacturers of cars. Such technologies have become relevant and applicable to 
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medical equipment, functional food and clothing industries that provide customised high-margin 
solutions, technical equipment and tools, as well as hardware and software that foster collaboration 
and help build global supply chain integration (CSIRO, 2017b). These innovations have helped grow 
market share, diversify business and increase competitiveness for businesses (CSIRO, 2017a; b). 
Another example includes scalable technologies such as microprocessors that can be applied to 
computers, robots, or even home devices. This is a good example because scalable technologies can 
be cheaper in the long-term, due to saving resources, while high-tech enables advantages in domestic 
and foreign markets through higher margin sales (Scholz et al., 2016). As technologies are developed, 
and as policy attempts to better integrate CSR, the two could be combined to promote CSR 
applications with new investment by government that aids businesses. Technologies also bring new 
resources and job opportunities as spin-off and multiplier effects take hold (Aloini et al., 2017). Policy 
can evaluate how CSR is effectively integrated in MS as manufacturers begin to exploit foreign 
markets. For low-margin industries such as textiles in developing countries, we see that CSR 
certification influences how employees are treated and paid, and the impact of business on the 
environment and community has become part of the evaluation by retailers as textile manufacturers 
and suppliers are selected by brands (Wrana & Revilla Diez, 2018). This places greater emphasis on 
the need to incorporate CSR in manufacturing approaches, and MS specifically. The revised 
framework enables the analysis of this effect, particularly for academic work, while also providing a 
framework to structure MS-CSR strategies for businesses and policy making. 
 
Testing the integration of MS with CSR in an empirical way will be a key step in realising the 
propositions here. Works investigated were also not comprehensive, as other literature (e.g., on green 
manufacturing) could also have contributed, considering there is overlap in the CSR literature with 
the other social responsibility and sustainability literature. Furthermore, business ethics is another area 
that can be independently researched to better develop links to the MS-CSR literature. Where CSR is 
best addressed in the MS steps is not entirely clear. Potentially, CSR checks should be included early 
in the development of MS in order to establish what impact on the strategic initiatives might be 
needed. Accordingly, empirical data are required to demonstrate the interplay between CSR and MS, 
and how it can best be integrated. 
 
An avenue of further research would be to conduct empirical analysis, such as surveys or interviews 
with managers to verify the role of CSR in global strategies and MS. Furthermore, how international 
trade influences domestic production and overall MS needs to be evaluated for case studies. Tests 
could perhaps be carried out to see what part of strategy best works with MS-CSR integration. In other 
words, another potential research area is the implementation of CSR in MS which could be tested in 
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specific international companies to see how it influences strategic results. This would also produce 
documentation on how CSR fits into the different components of MS, such as DCs, CPs and 
capabilities.  
 
3.9 Concluding Thoughts 
 
This essay has argued the role of uncertainty in affecting MS when trading in foreign markets is 
undertaken. It has a major influence on how MS has developed when manufacturers’ CPs, DCs and 
capabilities are adjusted and modified for global markets. The essay also presented evidence of the 
importance of CSR for developing niches and profits in foreign destinations. CSR is increasingly a 
part of the business environment that affects competition, and where manufacturers are encouraged to 
not only do the minimum but also be pro-active in its application. While potential gains in foreign 
markets are often seen as worth the risk, MS and CSR integration must be adjusted by firms to account 
for potentially rapidly changing conditions and to prevent trade failure. Furthermore, developing a 
coherent MS-CSR strategy requires different approaches to varying markets. Manufacturers may need 
to separate the strategic components developed for domestic markets, for instance, from those for 
foreign markets. This was seen for issues such as branding in CPs or infrastructure investment in DCs, 
where approaches reflect market-specific factors. On the other hand, some similarities are observed 
in markets, suggesting overlap and potential to develop similar CPs, DCs and capabilities in areas 
such as quality and technology. In the case of CSR, local customs and needs have to be taken into 
account, rather than manufacturers simply seeing foreign destinations as revenue generators. To best 
take advantage of foreign destinations, building a brand using CSR could be an effective strategy. 
 
In effect, while DCs, CPs, capabilities and CSR integration might be required for all markets, they 
should also reflect different approaches to varying markets. This essay proposed a new, revised MS 
framework that takes into account globalisation, as traditional MS did not adequately reflect the 
current competitive environments. The integration of CSR requires stakeholders at different levels to 
be part of MS. How manufacturers redevelop their strategies in light of the competition and CSR will 
be critical for healthy, successful manufacturing. Manufacturers in developed economies will have to 
consider how to adjust to competition from the low-cost countries that have increased their market 
share for many goods while balancing the need for CSR. Integrating the two, CSR and MS, could be 
developed to create new advantages for manufacturers. This could mean refocusing efforts high 
technology and innovation. Leaner or more adaptive manufacturing may also be required that can 
change more quickly to varying global circumstances affecting markets. For some markets, scaling 
resources and creating more efficiency in production, or finding niche areas such as demonstrating 
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environmentally friendly production, could attract the markets needed to develop advantage. Both 
infrastructural and structural changes may, therefore, be required to enable competitive 
manufacturing.  
 
Further empirical work, both qualitative and quantitative, that differentiates domestic and foreign 
markets should be carried out to better determine how MS varies in implementation from one market 
to another and include the integration of CSR. Manufacturers may need to adjust their manufacturing 
approaches to suit different markets; however, by aligning their strategies for domestic and foreign 
markets, manufacturers may better address the issues of scaling and efficiency in production to also 
adjust CSR for different trade destinations. Manufacturers could, therefore, better see these needs and 
make better choices about where to focus their efforts and align their strategies appropriately. By 
applying a global-focused MS, such strategic alignment and decisions can be better assessed by 
manufacturers. The work presented provides a potential theoretical path by which this research can 
be done. In the next essay, interviews are used to show how CSR has been perceived by Australian 
manufacturers. This will provide further insight into the obstacles and benefits of integrating CSR 








Essay 3: Incentives and Inhibitors of CSR Strategies in the Australian 




Purpose: The essay focuses on how CSR is understood by Australian manufacturing sector managers, 
activities undertaken in relation to CSR, the incentives and inhibitors to CSR, and the role played by 
stakeholders as part of the CSR adoption process. This essay is a qualitative study incorporating 
different industrial types which have focused both on domestic and foreign new markets.  
 
Approach: The methods deployed include a qualitative approach, where 25 managers with 
knowledge of the CSR policies within manufacturing companies were interviewed.  
 
Findings: The interviews revealed disparities in the understanding of CSR between the different 
practitioners. CSR activities in the Australian manufacturing sector are heavily focused on those that 
provide a direct financial benefit to firms and, secondly, are focused on employees and customers as 
stakeholders. The latter reflects the companies’ focus on their retention of employees and reputation 
in the minds of consumers. Benefits and incentives for applying CSR are often related to monetary 
rewards; managers did express a strong desire to be actively engaged in CSR activities that extend 
outside legal compliance. Barriers to CSR adoption were mostly related to costs and compliance with 
regulations. Communication about CSR in the stakeholder groups was a combination of informal and 
formal methods. Overall, CSR was seen as integrated with existing strategies employed by 
manufacturers. Compliance was largely passive rather than a proactive application of CSR, and 
government was viewed as a barrier to CSR implementation. An environmental focus is common in 
CSR activities, but few saw benefits that relate to the ecological environment.  
 
Academic and Practical Applications: For academics, the differences between the benefits and 
incentives driving CSR are made clearer. For practitioners, the interview findings can also be adopted 
to understand, and then address barriers to CSR implementation. Industry practitioners can use the 
insights shared by their peers to craft their strategies, including encouraging volunteer actions amongst 




Originality/Value: This study delivers a number of new insights, first, by differentiating between 
CSR incentives and benefits, as the existing literature does not differentiate these two. The findings 
also demonstrate managers’ motivations and how they might differ from corporate interests in CSR, 
creating issues of conflict between personal preferences and business requirements. 
 
Keywords: 





In the wake of major corporate scandals, there is renewed interest in CSR as a means to limit 
companies from practising what is deemed as unethical or detrimental behaviour (Kolk, 2016; Singh 
et al., 2012; Lee & Carrroll, 2011). The adoption of CSR sees that corporations have interests that go 
beyond the needs of their shareholders and are beholden to society’s interests as well. Publications 
have investigated CSR’s role in shaping a company’s policies, including what may motivate it to 
apply CSR principles (Marano & Kostova, 2016; Singhapakdi et al., 2015; McWilliams & Siegel, 
2011).  
 
The literature has investigated reasons why manufacturers have adopted CSR (e.g., Bhattacharya et 
al., 2008; Dodds et al., 2013); its application is shown both as a driver (Shanmugam, 2013; Lund-
Thomsen et al., 2016; Boehe & Cruz, 2010; Fernández‐Kranz & Santaló, 2010) and a barrier (Aras et 
al., 2010; Chih et al., 2010) for manufacturers as they seek to justify the economic, social and 
environmental investment required for CSR activities and the expected returns. However, there is a 
lack of clarity as to what motivates or influences manufacturers in choosing to adopt CSR. Most 
studies have looked at incentives such as financial rewards (Groza et al., 2011). A focus on 
environmental concerns is often cited in the literature, which has included pollution reduction and so-
called green products (Babiak & Trendafilova, 2011). Economic concerns focus on fair employment, 
wages and benefits (Rothenberg et al., 2017). Social concerns focus on community programs and 
benefits manufacturers (as employers) offer to stakeholders such as their employees and the 
community (Tang et al., 2012). Relatively few first-hand accounts from manufacturers exist that 
discuss why manufacturers implement CSR. There is also a lack of clarity in the literature, as 
demonstrated in Essay 1, or consensus amongst practitioners on how CSR is implemented in business 




For the purpose of this essay, CSR is defined as “a concept whereby companies integrate social and 
environmental concerns in their business operations and in their interaction with their stakeholders 
based on a voluntary basis” (European Commission, 2002: 2). In this essay, the focus is on how CSR 
is interpreted by Australian manufacturing sector practitioners. This essay also links the literature 
review presented in Essay 1 and the conceptual work covered in Essay 2 with evidence from the 
literature on MS and CSR, thus helping to link these two areas.  
 
4.3 Methods, Qualitative Research Approach 
 
Before commencing the interviewing process, the researcher gained ethics approval from Deakin 
University. The process included gaining approval of the interview questions and also an Explanatory 
Statement guaranteeing the protection of confidentiality and anonymity of the participants. Forms for 
obtaining informed consent and how to withdraw from the project were also reviewed and approved 
by the Ethics Committee (see Appendix A). 
 
This essay aims to explore the incentives and perceived obstacles for the implementation of CSR in 
manufacturing strategy. It discusses issues of personal preferences and overall perceptions of the role 
of CSR in strategic manufacturing choices, a topic that has been poorly researched in the literature. 
Qualitative inquiry is an appropriate technique in such cases where a phenomenon is poorly 
understood, such as in this study, where the viewpoints of manufacturers are not frequently heard 
(Creswell, 2013). Qualitative techniques have shown particular strength, in cases where research 
context details are important (Ezzy, 2002; Sinkovics et al., 2005). In this essay, understanding the 
context of the strategic manufacturing choices elaborates on the reasons behind these decisions and 
explains the actions undertaken. Accordingly, the decision was made to conduct in-depth interviews 
with managers, as they allow researchers to gain “a more accurate and clearer picture of a position or 
behaviour” and provide clarity in cases where contradiction may have been evident (Ghauri & 
Gronhaug, 2002: 101). Furthermore, the method enables contextual data to be explored in greater 
detail, more specifically, the method uses an exploratory approach aimed at developing an 
understanding of CSR positions, strategies and attitudes. This involved conducting interviews with 







4.3(a) Data collection 
Since the investigation is on both business-related practices and personal views, it is vulnerable to 
social desirability bias, and great care must be taken when collecting data (Brunk, 2010; Mohr et al., 
2001). Hence, to reduce social desirability bias, several measures were taken. The use of face-to-face 
interviews rather than focus groups helps to minimize self-presentational concerns (Wooten & Reed 
Ii, 2000), helping to reduce pressure on participants to “do and say the right thing” (Bristol & Fern, 
2003). Interviews were conducted mostly away from participants’ workplaces in order to create a 
comfortable setting. A semi-structured guide was used which also allowed the development of a 
trusted environment, helping to get more open and honest responses, and provided flexibility when 
participants mentioned items that were relevant to them. Participants were advised that there were no 
right or wrong answers to questions and were reassured about the confidentiality of their personal and 
company details, which was supported with the Explanatory Statement. It was evident from the way 
the participants addressed the questions and the topics included in the interview schedule that they 
were sincere, and that their answers reflected the true practices of the businesses and their personal 
views.  
 
4.3(b) Interview questions 
Interview guidelines for the in-depth interviews were carefully prepared and based on the literature 
review in Essay 1 and Essay 2, and after pretesting, were slightly adapted. The questions were 
designed from general to more specific inquiries that followed well-established interview procedures 
(Bernhard, 1988). Application of the interviews was as follows: first, as part of the first question, 
participants discussed their overall views on CSR and the way they understood the various aspects 
and concepts, based on personal experiences. Next, the interview questions focused on the current 
role and experiences of the participant, and they were asked about identifying the key CSR activities 
conducted by their firm, and the main stakeholder groups impacting the adoption of these activities. 
As part of this question, they were asked why specific initiatives were undertaken, leading them to 
seek not only the various business-related reasons for the implementation of CSR activities but also 
the drivers relating to their personal values. 
 
In the next question, the participants were asked to elaborate further on the incentives and inhibitors 
for the aforementioned CSR activities and perceived benefits. As previous research on CSR and the 
manufacturing sector indicates a strong environmental focus and drive for regulatory obligations 
(Torugsa et al., 2012), the participants were asked to elaborate on the role of government and any 
proactive initiatives they undertake over and above the legal requirements. Subsequently, the 
discussion moved to the strategic integration of CSR in overall manufacturing strategic objectives and 
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communication methods with the various stakeholders. Finally, the participants were asked to share 
their views on sources of pressure on CSR from various aspects of the environment and their 
anticipated future CSR issues. These last two questions offered more opportunities for discussing the 
role of key stakeholders and explored further the incentives for and inhibitors of CSR behind strategic 
manufacturing decisions and their role. Appendix B lists the questions asked. Overall, based on this 
set of objectives and procedures, interviews lasted between 45 and 60 minutes. With the participant’s 
permission, each interview was audio-taped and subsequently transcribed. 
 
4.3(c) Sampling and interviews 
The method undertaken in this essay used qualitative interviews conducted with manufacturing 
decision-makers, who have been in senior leadership roles for at least the last three years, and who 
had knowledge of the CSR activities used in their manufacturing firms. The structure and general 
approach for the qualitative interviews used a semi-structured interview format (Turner, 2010). Semi-
structured interviews are deemed appropriate in allowing controlled and measurable responses that 
can be compared, while an open-ended approach allows flexibility to responses from participants 
(Galleta, 2013). 
 
As qualitative research focuses on in-depth exploration, a small but diverse sample is recommended. 
McCracken (1988) advocates that eight long interviews are a sufficient basis for qualitative research 
projects. In this study, 25 interviews were performed. In order to obtain a diverse and useful 
participant selection, theoretical sampling was employed. Managers were chosen who were 
knowledgeable about the research questions (Creswell, 2013. The main underlying dimension for 
purposive sampling was managers who were experienced in CSR-related decision-making from 
various industries of the manufacturing sector and from operations of all sizes. Concerning the 
selection process, participants were identified using two well-established approaches. First, the 
majority of participants were selected by the PhD researcher who had significant experience in the 
manufacturing sector and, hence, used her professional contacts to identify the managers with 
expertise in the topic of this research where there was no conflict of interest. Once some participants 
had been interviewed, the snowball method was used (Brunk, 2010; Noy, 2008), where participants 
were asked to recommend other participants. In these cases, participants were asked whether they 
knew of other senior executives in manufacturing organisations with a good level of knowledge about 
how CSR is practised in their firm. If there were such an individual, the participant was asked to make 
contact with the potential participant and find out whether they would be willing to be involved in an 
interview about CSR decisions in manufacturing strategy. The process included an effort to 




Issues of reliability and validation are important but not easily addressed in qualitative methods. 
Therefore, for qualitative interviews, credibility, applicability, consistency and neutrality are utilized 
as criteria to measure the quality of interview (Creswell, 2013). Credibility is established using 
methods of observation, engagement with the subject and comparisons with other findings. 
Applicability can be tested by how transferable the findings are to other contexts and settings. An 
inquiry audit and overlap in methods will aid with consistency. Producing an audit trail will also aid 
in making the applied method as neutral as possible, as the findings will then be observed by other 
researchers to check for neutrality (Edwards & Holland, 2013). In this essay, an audit trail is available 
through the transcripts of the interviews. The findings are compared in this essay. The similarities in 
the answers are compared, and multiple observations showing similar findings are used to add to 
credibility. Applicability is made possible because the relevant quotes are given with the findings 
summarized, which can then be transferred to other similar research on this topic. Although constraints 
of time, finance and gaining access to participants invariably limited the outputs, the steps taken 
provide confidence in the results produced. The detailed participant demographics are shown in Table 
4.1: 
Participant # Position Held Company Size Industry 
Participant 1 GM Medium Consumer Water Systems 
Participant 2 Production Manager Medium Consumer Water Systems 
Participant 3 COO Medium Appliances 
Participant 4 GM Marketing Large  Appliances 
Participant 5 Production Manager Small  Textiles 
Participant 6 GM Medium Textiles 
Participant 7 Sales & Marketing Mgr Small Textiles 
Participant 8 CEO  Small Motorised Aid Equipment 
Participant 9 CEO Small Motorised Aid Equipment 
Participant 10 MD Large Building  
Participant 11 GM Medium Building 
Participant 12 Production Manager Small  Furniture 
Participant 13 CEO Small Furniture  
Participant 14 GM HR Large Plumbing 
Participant 15 Supply Chain Manager Large Plumbing 
Participant 16 GM Production Small Plumbing 
Participant 17 GM Large  Chemicals 
Participant 18 GM Operations Medium Chemicals 
Participant 19 CEO Small Automotive 
Participant 20 GM Small Automotive 
Participant 21 CFO Small Food 
Participant 22 CFO Small Food 
Participant 23 GM CSR & Compliance Large Forestry 
Participant 24 CFO Large Forestry 
Participant 25 GM Operations Small Recycling and Waste Management 




4.3(d) Qualitative data analysis 
The basic steps in the analysis of qualitative data consist of coding the data, combining codes into 
broader categories and themes, and interpreting the findings (Creswell, 2013; Sinkovics et al., 2005). 
The analysis developed gradually during the data collection process (Strauss & Corbin, 1990); an 
early analysis of the first transcript enabled the discussion guidelines to be refined for subsequent 
interviews. After all the data had been collected, the final analysis was conducted. As recommended 
by Glaser and Strauss (1967), including what was discussed above regarding measures to strengthen 
the findings, the data analysis was an iterative process of reading, coding, discussing the coding with 
colleagues, in this case PhD supervisors, and beginning the writing. To complete this step, relevant 
sections of the transcripts were carefully re-read and analysed in the search for patterns and themes. 
This analysis employed various procedures of categorization, abstraction, comparison, integration, 
iteration, and refutation (Spiggle, 1994). 
 
Thematic analysis was applied to identify relevant themes, and those themes were then searched and 
delineated within the interview data. Thematic analysis was applied to interpret these data and prepare 
qualitative findings for analysis. The thematic analysis was conducted through the use of NVivo v.11, 
an industry standard software. Theme-based research was deemed necessary for this study because it 
provides underlying foci for incentives, attitudes towards, and hindrances to CSR application.  
 
For the thematic analysis, first the data were reviewed for clarity and general characteristics; this step 
is primarily to familiarize oneself with the key data in the interviews. In the next step, relevant data 
are tagged, coded and identified so they can be collected and analysed more systematically (Saldaña, 
2016). From this approach, data were placed in relevant categories and typologies reflecting the topics 
covered. After this phase, latent and semantic themes were identified, demonstrating the concepts 
explicitly stated or understood from the conversations or implications provided by the participants 
(Braun & Clarke, 2006). This type of analysis defines hidden as well as ostensible meaning in the 
interview data. Additionally, the data were analysed to determine the meaning or relevance of 
statements made on the importance of variables experienced by manufacturers, and motivations 
behind the decisions taken. The final phase was a review of the identified themes outlined, which can 
be redeveloped from the insights gained from the interviews to address the research questions, 










4.4.1 Definitions of CSR 
For this section, the goal was to answer the following research question: What are the incentives and 
inhibitors for manufacturers in adopting CSR as part of their manufacturing strategy? To address this 
question, the meaning and concept of CSR from the perspective of participants, was first explored. 
During the interviews, participants were asked to explain their understanding of CSR based on their 
overall experience working in the manufacturing sector. Their views on the positive impact of CSR 
in manufacturing performance was shadowed by issues of costs, customers’ expectations of low price, 
government’s limited support for CSR, and a rather puzzled view on what the actual definition of CSR 
is that they can implement in regard to their strategic choices.  
 
There is limited literature focusing on understanding how CSR is perceived and defined by 
manufacturing managers. Commonly cited definitions have included those by major commissions or 
international bodies (e.g., European Commission, 2002; Business for Social Responsibility, 2003) and 
academics (Carroll, 1999; McWilliams & Siegel, 2011; Carroll & Shabana, 2010). Dahlsrud (2006) 
cited 37 common definitions, indicating a lot of diversity in how academics define it. However, the 
focus on how managers and those who have to implement CSR define it, has not been a major focus 
in the literature, where definitions held by managers are likely to practically affect corporate policy. 
Work by Salazar et al. (2012) did use managerial definitions in investigating how CSR was applied 
and understood by businesses, but, as a relatively rare study, they indicated the lack of work in this 
area. Accordingly, asking how the managers perceive CSR was the focus of the first interview 
question. Since it is generally difficult and limiting to look at other comparable literature on 
managerial definitions on CSR, the focus here is to compare findings in this work with the broader 
concepts of CSR, as presented in the literature.  
 
4.4.1(i) Overview of the CSR concepts appearing in the definitions made by managers 
All 25 participants had different interpretations of how CSR related to corporations’ responsibility to 
the wider financial, social and environmental dimensions, which is commonly articulated in the 
literature (Carroll, 1999; Freeman et al., 2010; Salazar et al., 2012). The participants generally did not 
see the term CSR used extensively in their everyday communication; with the exception of one 
individual who had no awareness of the term, due to his limited business experience and formal 
education (Participant 2, Production Manager, Water Systems). The remainder of the participants 
were aware of its general ideas and concepts. Participants appeared knowledgeable on the financial, 
environmental and ethical aspects of CSR. Only one of the managers was a specialist in CSR 
(Participant 23) while the rest of the participants were involved in CSR as part of their senior 
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managerial responsibilities. It is possible that their interpretation of CSR as a part of MS would be 
different if they had specialized knowledge in the area and/or worked as CSR managers. 
 
The term CSR itself was subject to discussion by two participants, where they did not agree upon its 
phrasing. They expressed confusion as to why CSR used the term “social” when it emphasises social, 
economic and environmental concerns. They also suggested that a more encompassing term could be 
found, emphasizing all of the three key areas that CSR focuses upon. One of the participants indicated 
that the term should be more ‘elaborative’ with the inclusion of the term ‘environment’ instead of only 
emphasising ‘social’ in the definition, while a second participant indicated that, for the same reason, 
he understood CSR mainly as a social term. The term was perceived as limiting because ‘social’ does 
not fully encompass environmental and financial concerns, which are common in manufacturing. 
Hence, participants were concerned about the practicality of the term CSR for everyday business use, 
as stated by a participant: 
“It might be easier for the managerial world to have a term that is elaborative on 
all the terms of corporate social responsibility because the term as it sits now is 
very heavily loaded toward social, although all the other aspects are equally 
important.” (Participant 18, GM Operations, Chemicals) 
 
Another participant added:  
 
“CSR is social is all about the community and people, not about the environment. 
This is the reason the term is corporate social responsibility and not corporate 
financial, social and environmental responsibility.” (Participant 6, GM, Textiles) 
 
Three participants presented their understanding of the term CSR as responsibilities that extended 
beyond minimum legal obligations, with one of these participants stating: 
 
“Corporate social responsibility, of course, goes through all the things that the 
companies have to do by law, for example, or the HR laws apply to corporate social 
responsibility or the financial reporting. But we don't define corporate social 
responsibility as the legal obligations. We define it as above-the-law initiatives.” 




This indicates that CSR, for these participants, is not about legal compliance but rather voluntary and 
proactive actions. The indication was that managers of companies who held such values should be 
socially responsible and not only follow recommended guidelines in social responsibility. Managers 
genuinely felt interest in their key stakeholders, particularly those close to the business and directly 
affected by its actions (e.g., employees), while also developing and focusing on strategies that promote 
profits and strategic benefits. 
 
4.4.1(ii) Financial aspects of CSR presented in definitions 
The financial dimensions of CSR were expressed with discussion on the survival, profitability, growth 
and long-term prosperity of the company. Thirteen of the 25 participants focused on the financial 
dimension of CSR. Such definitions emphasized the primary role of businesses as making profits, 
which is a prerequisite for any social, economic and/or environmental responsibilities to be 
implemented and subsequently integrated with business strategy. Being financially viable and 
attending first to such responsibilities to shareholders, fitted Freeman et al.’s (2010) perspective of 
profitability being the main responsibility of business, but also allows later focus on other CSR 
activities, as espoused by Carroll (1991). Therefore, ensuring economic viability should be a first-
order priority of social responsibility. 
 
The participants, while emphasizing this dimension of CSR, demonstrated their belief that 
environmental and social concerns within CSR could aid financial performance. In effect, they saw 
that CSR could be integrated as part of revenue generation, which is a primary company focus. Such 
integration of CSR dimensions with financial performance in CSR is captured by the definition given 
below: 
 
“CSR is all about attending to financial performance of business while you attend 
the social and environmental issues. First priority is to make money. Then you 
choose practices that complement these and show social and environmental 
awareness.” (Participant 21, CFO, Food) 
 
CSR is seen as a balance of economic, environmental and social dimensions, which could be a win-





“It's a balance between environmental requirements, the social need, a society and 
the profit or the economic outcomes of a business. It's the balance of those three, 
but achieving ideally a win-win.” (Participant 10, MD, Building) 
 
In discussing the issue of fairness and giving back to the community, participants mentioned integrity, 
transparency and legal compliance as part of their understanding of CSR. These dimensions were not 
linked by the participants directly to their values but it was evident from discussion that they were 
perceived as part of acting in a socially responsible way and contributed to financial performance. 
Additionally, it was seen that following legal obligations was critical for three participants. One stated:  
 
“We need to operate in a legal way and ensure we deliver honest results to our 
shareholders.” (Participant 5, Production Manager, Textiles) 
 
One participant, in his definition, placed legal compliance on the same level of importance as financial 
performance while he felt that acting in a socially responsible way was less important:  
 
“Social responsibility is secondary to financial return for the shareholders and 
acting in a way that's in accordance with civil laws and regulations.” (Participant 
20, GM, Automotive) 
 
Positive relationships between CSR application and financial performance have been reported 
(Flammer, 2015; Chen et al., 2015; Rivera et al., 2017). This topic has been discussed and 
comprehensively studied in the literature, but it also makes a strong case for the corporate 
considerations that see CSR as fitting within the financial goals and performance of the firm. Hence, 
financial performance, similar to many studies on its role and relationship to CSR, makes one of the 





4.4.1(iii) Environmental dimensions in CSR definitions 
Nineteen out of 25 participants saw environmental issues as a key part of CSR. The environment was 
seen by participants to mean utilising eco-friendly production, renewable energy sources, recycling 
and/or protection of wildlife. Environmental reference also extended to the protection of the planet 
and natural resources as a means of creating a better future for coming generations, as illustrated in 
the following: 
 
“For me, I get the most reasons from the way to do business with a human 
approach, and be more conscious about the environment, and especially thinking 
about the future for the kids. So, it's a more responsible way to look at the planet, 
the people, the profits.” (Participant 3, COO, Appliances) 
 
Within the group of 19 that focused on environmental responsibility, five mentioned the term 
‘sustainability’ and linked it to environmental issues. A participant stated: 
 
“The first thing that pops into mind is making sure that environmental 
sustainability, and environmental awareness is a very big one [in our firm].” 
(Participant 14, GM HR, Plumbing) 
 
However, sustainability could also mean more than environmental sustainability. One of the 
participants who specialized in CSR and was employed solely on attending to CSR issues, defined 
sustainability in terms of, and in order of priority, as economic, environmental and social concerns, 
reflecting an academic education on this topic: 
 
“Our sustainable objectives cover the three pillars of sustainability. So, from an 
economic perspective, first and foremost, we need to be a viable business enterprise. 
But, equally as important is to engage and communicate environmental attributes, 
but also, the other pillar that we have to be mindful of is social responsibility.” 
(Participant 23, GM CSR Compliance, Forestry) 
 
One participant took a more moderate approach to environmental responsibility, focusing on 





“In relation to the responsibility to the environment, I take a reasonable view, not 
an extreme not a green-y view. Corporate responsibility to the environment is 
reasonable. I wouldn't make something radioactive.” (Participant 4, GM 
Marketing, Appliances) 
 
Overall, the responses have a close link to the wider literature that has also often focused on the 
environmental dimensions of CSR in business and manufacturing (see Babiak & Trendafilova, 2011; 
Böhm et al., 2015; Bhardwaj, 2016). Studies on green manufacturing and green production have also 
been major themes in the CSR manufacturing literature.  
 
4.4.1(iv) Social and ethical dimensions of CSR in definitions 
The third dimension in explaining CSR understanding and definitions is social, which included 
references to society and community, personal values and fairness, philanthropy and contribution to 
charities. An emphasis on the social aspects of CSR is evident in the responses, which fits well with 
the wider literature on CSR and manufacturing (Carroll & Shabana, 2010; Garavan & McGuire, 
2010). There is also overlap with corporate ethical concerns, seen both in the participant responses 
and the broader literature discussion (Schaltegger & Burritt, 2018). However, there were few explicit 
mentions of philanthropic activities, with only three participants mentioning philanthropy in their 
definitions. As stated in Dahlsrud’s (2006) comprehensive study on CSR definitions, philanthropy is 
a major component of most academic literature. The interviews suggest a potential disconnect between 
academic/institutional definitions that could be explained by the strategic priorities of the 
manufacturing sector compared to those presented in definitions of the broader business community. 
 
The characteristic of community and CSR linked to broader society was mentioned by 12 of 25 
participants. This includes definitions that extend their references from community and ethics to 
philanthropic activities such as supporting a charity: 
 
“It's companies doing the right thing by the community they are operating in, so it's 
about supporting the local communities, so providing perhaps sponsorships or 
philanthropic financial support to the communities, if that's what they want to do.” 




Another participant expressed the view that implementing the ethical and philanthropic characteristics 
of CSR is the natural way of thinking and acting in a business context: 
 
“It was just the natural things that you do. It's the things that you give back to the 
community. It's the fact that the business you work for gives to charity.’’ 
(Participant 1, GM, Consumer Water Systems) 
 
Additionally, eight of the 25 participants mentioned the need to feel and do the ‘right thing,’ where 
they discussed morals, values and fairness as part of their understanding of CSR. One stated:  
 
“Dealing with people in a fair, appropriate manner. Making sure that ... getting 
back to morals and ethics, that's always very important.” (Participant 14, GM HR, 
Plumbing) 
 
From these participants’ comments, it does appear sometimes that the individuals conflate their own 
personal views with those of their company. The ideals they hold are also the ideals they would like 
to believe are held by their employers. Transparency was mentioned by three participants, and 
integrity by another three. Integrity was mentioned as a starting point for doing business, while 
transparency was linked to communication and relationships with shareholders or customers. One 
participant mentioned transparency and integrity together. Transparency, ethics, compliance with laws 
and integrity all appear as characteristics linked in their association to CSR in this participant’s 
response: 
 
“CSR is about integrity and transparency. We follow the law towards all our 
stakeholders and in all parts of our operations as a business. We also act in an 
ethical way, protecting the environment and contributing towards a better society, 
a better world. Transparency in everything we do is part of acting with integrity, 
respecting and valuing our shareholders, our employees and the community we 
operate [in].” (Participant 25, GM and Operations, Recycling and Waste 
Management) 
 
The CSR literature does indicate emphases on ethics, society, integrity and stakeholders as concepts 
of CSR (Carroll, 2004); however, what is not clear is whether these policies form the foundation of a 
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coherent CSR policy within these firms. In other words, they could simply be the participants’ views 
rather than a specific CSR policy. 
 
4.4.1(v) Stakeholder groups in CSR definitions 
The term “stakeholder” was used by only three of 25 participants, indicating it was not a widely-used 
term. This could be because of the participants’ perception that the term is not practical in everyday 
business use.  
 
The stakeholders identified in the definitions provided by participants, which were viewed as 
important were communities or society (mentioned by nine participants), employees and shareholders 
(mentioned by seven participants), and customers, who were mentioned by six participants. Suppliers 
appeared as a stakeholder in only one definition. Other stakeholders that could be perceived as 
important to the operation of a business, such as governmental authorities and legislative bodies, were 
not included in any of the definitions provided by the participants. The environment, which was 
mentioned frequently by 19 out of the 25 participants in regard to CSR definitions, could also be 
included in the list of stakeholders, but it was not identified as a stakeholder by the participants. There 
was also little distinction between external and internal stakeholders, or primary and secondary 
stakeholders (Thijssens et al., 2015). Overall, the interview findings suggest a relatively strong 
emphasis on the environmental and financial/economic aspects of CSR, where employees and 
communities are most often cited amongst stakeholder groups. These results are aligned to the broader 
existing literature on the role of CSR in manufacturing strategy. Further discussion on stakeholders 
will be presented in a subsequent section. 
 
4.4.1(vi) Summary  
Participants were asked to define CSR and elaborate on their understanding of key concepts. They 
demonstrated knowledge of the term and its economic, environmental and social dimensions based 
on their practical business experience rather on formal education. The term CSR has been identified 
as rather vague and confusing due to a lack of an indication on ‘’environmental’’ or ‘’economic’’ 
dimensions in the name (CSR); its practicality for everyday use was also disputed.  
The definitions that emphasise the role of financial performance of CSR have indicated that the 
aspects of social and environmental responsibility could be integrated as part of profit generation, 
where participants see profit generation as the primary focus of a business. The definitions that 
discussed the role of the environment as the focus of CSR focussed on long-term preservation of the 
natural environment and eco-friendly practices. Social responsibility discussed in CSR definitions 
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indicate references to contributions to society or community with practices that are transparent, 
philanthropic and driven by integrity and compliance with laws. Participants also mentioned their 
need to feel that they "do the right thing”, thus incorporating the issue of morals and personal values 
into business CSR decisions. Employees and communities are the most frequently mentioned 
stakeholders in definitions. 
 
4.4.2 Importance of stakeholders to the business 
Participants were asked to identify the main stakeholders in their business and discuss how they 
affected their manufacturing operations. This interview question enabled a better understanding of the 
context in which managers make their CSR decisions and perceive the pertaining incentives and 
inhibitors. The question is also central to the research questions as the role of stakeholders drives CSR 
in strategic decision-making. The interviewees were also asked about how stakeholders’ expectations 
and demands are addressed by business activities. The specific questions, “Who are the main 
stakeholders?”, and, “How have they impacted the business of the participant?” were key sources of 
information, although ‘stakeholder importance and their role’ emerged during the interview 
discussions. The stakeholders were not grouped by participants as “primary” or “secondary” nor under 
any scheme or classification, despite the existence of this terminology in the literature (e.g., Garcia-
Castro & Francoeur, 2016). This finding indicated that participants were not familiar with these terms 
and were not engaged in any exercise to identify their key stakeholders using methods such as utility 
functions, that is, economic models of utility, or to evaluate the salience of stakeholders (Harrison et 
al., 2010; Mitchell et al., 1997). There was one exception, the participant who held the position of GM 
CSR and Compliance in the Forestry Industry and is a specialist in CSR issues. This is due to the 
person’s training and more elaborate background and knowledge about CSR. He indicated that his 
company is engaged in an extensive exercise of identifying key stakeholder groups. He stated: 
“We have gone through the exercise of mapping who our stakeholders are. So, we 
grouped all our stakeholders and determined how and what is the best mechanism 
to engage and communicate with them.” (Participant 23, GM CSR Compliance, 
Forestry) 
 
Despite no mention of a specific system for classifying stakeholders, the participants appeared 
confident and comfortable in identifying and discussing the role and impact of key stakeholders.  
 
Stakeholders were generally linked to the primary role and purpose of the business, and included 
mention of employees, customers, suppliers and shareholders, which indicated the concept of ‘primary 
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stakeholders’ even if such stakeholders were not specifically indicated. Therefore, the participants’ 
concept of stakeholders is similar to how primary stakeholders have been discussed in the wider 
literature (Sweeney & Coughlan, 2008). This is reflected by the fact that participants, without 
hesitation, linked the role of these groups to the core operation of their business, which generally fits 
some definitions of the nature of primary stakeholders (Halme & Laurila, 2009). Employees were 
mentioned as a key stakeholder group in 21 out of 25 participants, for example: 
 
“Treatment of the employees and the fact that they have to be treated in a way that 
expose most of their abilities and knowledge in a positive way rather than a negative 
way.” (Participant 5, Production Manager, Furniture) 
 
The roles of employees mentioned by the participants were closely related to the profitability of 
businesses, where their contribution to productivity, innovation and driving customer service was 
acknowledged. In general, in the literature, employees have been among the primary stakeholders that 
firms often focus on (Galbreath, 2006). From participants’ comments, the findings reflect the fact that 
despite the technological automation of manufacturing labour, the sector still depends on human 
labour, hence, they are considered to be key stakeholders that affect business. This was evident from 
the discussions with all the participants from all industrial sectors. As one participant reiterated: 
 
“If you have good employees, they're going to come up with innovative ideas in the 
business, you don't have to ... staff retention, you don't want to be constantly training 
new people because that's disruptive to ongoing business, establishing connections 
with your customers and employees, if you have solid employees who stick around, 
those relationships will be stronger. Customer relationships. So, there's a strong 
link to profit.” (Participant 6, GM, Textiles) 
 
It was evident from responses that, overall, there is strong social responsibility felt towards employees; 
there was also a feeling of deep care for their welfare that was driven by ethical concern and not just 
primarily for financial objectives. Employees were called “team members” or “family” by some 
participants:  
 
“Team members are probably the main ones.” (Participant 10, MD, Building) 
 
Participants also expressed their responsibilities for secure employment, safety, motivation, training 




Everything revolves around the staff first, you get that right everything else goes 
easy. We have to do things right, so that they keep employment, we have to do things 
right so that they can improve their employment.” (Participant 4, GM Marketing, 
Appliances) 
 
Overall, the interview findings align with previous research that often company focus is on employees, 
including providing for their well-being and benefits outside of salary (Rothenberg et al., 2017). The 
second largest response from participants was in relation to customers and shareholders, with 19 
participants mentioning customers and 18 mentioning shareholders. The discussion on customers 
centred around serving them in a way that they will support business profitability with repeat business. 
As with employees, customers and shareholders reflect a focus on what, effectively, are primary 
stakeholders, as identified in the literature (Martínez & Rodríguez del Bosque, 2013). Their centrality 
to business operations makes them primary to the business (Neville & Menguc, 2006; Clarkson, 
1995). Customers were presented by the participants as driving decisions of the business, whether 
direct or non-direct: 
 
“I think a lot of what drives the actions that we take is often customer-based, with 
the products that we're involved in. We've spent a lot of time dealing with architects 
and we're dealing with specifiers.” (Participant 1, GM, Consumer Water Systems) 
 
Focusing a majority of the business decisions on customers’ suggestions indicates that they are 
considered amongst the most important stakeholder groups. Customer expectations for “a good deal” 
and interest in a good price were discussed by participants. Participants indicated that the primary 
focus and pressure from the customers on financial costs can, at times, prohibit CSR activities, as the 
latter require financial investment. Similarly, customers’ cost focus was seen as a problem in the CSR 
literature when it came to address other stakeholder interests and wider CSR (Dawkins & Lewis, 
2003). Participants appeared to regret this aspect in their attentiveness to customer needs, where they 
would have preferred a more balanced approach to CSR responsibilities: 
 
“Customers, which are supposed to be always right, in the case of CSR do not care 
that the business has to be a bit greener, a bit more environmental for what I did, a 
bit healthier for the employer when I did it. You cannot just push us for lower price 




This demonstrates the contradictions often faced by companies. On the one hand, customers want 
CSR policies and actions, while on the other they do not expect to pay higher prices to receive the 
benefits. In other words, there is an expectation that applying CSR means the firm can still keep prices 
low, which is sometimes difficult to achieve. This creates problems for manufacturers who have 
difficulty in keeping their prices competitive in light of customer expectations of CSR (Ghazilla et al., 
2015). This finding is similar to one of the barriers to CSR identified in the literature in Essay One, in 
the sections 2.4(d)(ii) and 2.4(d)(iii) discussing incentives for and inhibitors of CSR. Nevertheless, 
participants representing profit-seeking business priorities need to focus on maintaining customer 
relationships by meeting their expectations as far as practicable, even if they are not in agreement with 
the consistent “low-cost’’ mentality that customers often have: 
 
“With your customers, you give them the best deal possible.” (Participant 22, CFO, 
Food) 
 
The reference to customers, however, was generally localised to the Australian domestic market and 
not international ones. This highlights priorities for local rather than international trade, even for 
businesses that appear to have international links in terms of suppliers or shareholders. This was true 
for small to large businesses and across different industrial sectors. In the wider stakeholder literature, 
concerns for local stakeholders reflect local concerns for businesses and the need for establishing a 
relatively loyal customer base, which might be easier in domestic areas (Huse & Rindova, 2001). 
Customers are the main motive for CSR practices in the industry of motorised aids, for example, 
where people with special needs and abilities use products to improve their lifestyle. The participant 
in this industry indicated these stakeholders are the most critical to the business, where values on a 
personal and a corporate level were also exhibited: 
 
“In an industry of manufacturing motorised aids for people with physical 
disabilities, i.e., wheelchairs, social responsibility means we need to have the 
customer needs as priority. You cannot operate to make money from people that are 
disabled. You are there to service them and make their life easier. The nature of the 
product and the industry defines the meaning of CSR.” (Participant 9, CEO, 
Motorised Equipment) 
 
The owners or shareholders are another group that was identified by participants as driving CSR 
practices in businesses. In a similar spirit to the role of customers, participants indicated their role as 
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following and adhering to requests and expectations of shareholders. The primary interests of 
shareholders indicated the viability and profitability of businesses: 
 
“Of course, our shareholders that dictate for us expectations on performance, and 
profitability.” (Participant 18, GM Operations, Chemicals) 
 
Contrary to comments made in relation to customers and the issue of focusing mostly on costs, 
shareholders were identified as having a broader understanding of the importance of CSR. They were 
seen as having an interest in balancing financial, social and environmental objectives, where profits 
and CSR are seen as characteristics that can be jointly applied:  
 
“CSR is a corporation acting properly in compliance with laws and regulations and 
providing security of income to its shareholders and staff members.” (Participant 
20, GM, Automotive) 
 
The above statement also indicates the interests of participants in ecological environmental 
responsibility. Ten participants mentioned the environment as an important stakeholder. This is 
explained by awareness of the impact that manufacturing operations can have on the environment and 
compliance with obligations in relation to this area of corporate governance. Environmental concerns 
do often dominate the stakeholder literature, wherein there has been a lot of interest in issues of 
pollution, sustainability, global warming and green manufacturing techniques that relate to production 
methods (Hojnik & Ruzzier, 2016; Bocken et al., 2014). Overall, these are generally in line with the 
participants’ experiences.  
 
Environmental legislative authorities are dominant in references to statutory bodies, governmental 
and non-governmental organisations in their role as stakeholders; these organisations help shape 
compliance with important legislation or industry norms. Throughout the literature, government and 
non-government organisations play a major role in shaping CSR and stakeholder considerations, 
although usually it is in relation to compliance and following regulations (Frynas & Yamahaki, 2016; 
Knudsen et al., 2015). Overall, eight participants referred to statutory authorities, with five of them 
being references to environmental organisations specifically. Forestry is particularly affected by 
environmental stakeholders. This relationship is indicated as challenging, at times, due to the 




“The Greens have become more realistic. Some of the other groups, such as the 
Wilderness Society, they've become unrealistic in their expectations.” (Participant 
24, CFO, Forestry) 
 
“Regulation on environment is critical, both a national and international 
certification link to that. So, we do want to attend to it.” (Participant 16, GM 
Productions, Plumbing) 
 
The first quote suggests that friction still exists with some environmental groups, where the 
expectations of these groups may not align with those of the forestry industry in this case. Suppliers 
and competitors are the other two groups of stakeholders mentioned by the participants. Fourteen 
participants discussed the role of suppliers and only six discussed competitors. Suppliers were viewed 
as much more critical stakeholders than competitors for companies and for overall manufacturing 
operations, indicating dependency on suppliers and supply chains for the success of operations and 
potential comfort in the organisations’ competitive position. In the literature, suppliers are often seen 
as a relatively complex stakeholder for businesses to manage, as not all suppliers may comply with 
the same views on CSR as the firm or integrate varied stakeholder interests. However, increasingly 
there has been pressure to have companies ensure that suppliers also comply with CSR categorisation 
and stakeholder considerations (Ağan et al., 2016; Itzkowitz, 2015). Having suppliers see the benefits 
of CSR ensures that stakeholders form part of their larger strategic objectives. In the cases from the 
participants, it is clear that suppliers are viewed as the “bread and butter of the business” (Participant 
14, GM HR, Plumbing). Manufacturers’ suppliers are located globally, and the expectation of 
reliability as a factor for creating competitive advantage was emphasised by participants, such as one 
quoted below:  
 
“Yes, we're an Australian manufacturer. We've got components coming in from all 
over the planet. We've got components from China and Korea, and everywhere. 
Suppliers are key stakeholders.” (Participant 1, GM, Consumer Water Systems) 
 
Another key aspect of CSR is that supplier compliance and ethics are a key part of initiatives, which 
ensures that suppliers adhere to existing initiatives. However, it is also a challenge for companies. 





“How can I enforce that (CSR practices) up the supply chain? If I buy something 
from overseas, how do I know that my supplier doesn't buy from someone else who 
might be doing something immoral. So, I have a lot at stake in terms of my 
reputation.” (Participant 6, GM, Textiles) 
 
Thus, companies take a proactive approach to ensure that CSR practices are acted upon by suppliers:  
 
“We have regular integrity training sessions for each of its employees in senior 
roles when you can be exposed to situations where you're dealing with a supplier, 
whether it be a logistics supplier or a materials supplier, and that you're not 
crossing any lines.” (Participant 15, Supply Chain Manager, Plumbing) 
 
Competitors, on the other hand, are mentioned far less by participants as key stakeholders; only six 
participants mentioned them. In general, the literature has not often focused heavily on competitors 
as key stakeholders (King & Schriber, 2016). Evidence for global networks and strategic alliances 
was also missing from participant responses. However, competitors play a key role in driving product 
standards and global competition: 
 
“We're competing with people like Chile, New Zealand, South America, South 
Africa. And Vietnam, is one of our big competitors. What we offer is scale, and we 
don't have the political issues that Vietnam has. But Vietnam has the advantage of 
being closer and the trees grow in about five years, where our trees take about 15 
years.” (Participant 24, CFO, Forestry) 
 
Competitors pressure manufacturers to implement innovative initiatives that reduce costs or challenge 
them to become larger or better-quality organisations (Terziovski, 2010). They also help shape 
reputation as firms try to emerge from a field of competitors. CSR, effectively, can aid companies in 
differentiating themselves from competitors, through improved image and branding that incorporates 
CSR initiatives (Polonsky & Jevons, 2009). In general, the participants recognised competitors as key 
stakeholders, acknowledging their impact on opportunities in improvement and growth. However, 
they did not explicitly say how CSR could potentially be improved through competitive pressure: 
 
“So, because the competition has to do the same as me, I've got an opportunity to 
do something better than the competition. I tend to see it as an opportunity. CSR is 





Commitment to social CSR initiatives is very important to participants, and 10 out of 25 indicated 
community as an important stakeholder. Participants indicated their duty was “giving back to the 
community”, to “help the community” or “value communities” they operate within: 
 
“Our mission was always to the betterment of the community, not just the company. 
It was always outside the company.” (Participant 2, Production Manager, 
Consumer Water Systems) 
 
Community, generally, was not associated with any particular group of stakeholders. Community 
referred to people or society, with the exception of references by representatives from the forestry 
industry. In those cases, they spoke of the community as the local Aboriginal groups and neighbours 
to their forestry lands. 
 
“So, we engage at the Aboriginal community.” (Participant 24, CFO, Forestry) 
 
Despite manufacturers’ interest in their reputations, as demonstrated in the section on incentives for 
CSR, media as a key stakeholder were mentioned by only one participant, in the forestry industry. 
Their response could be explained by their potentially sensitive environmental practices. Regardless, 
it demonstrates the lack of concern or the non-central role that the media play, most likely, in day-to-
day operations. Managers, as key stakeholders, were mentioned by only three participants, indicating 
that their role was of lesser prominence and/or importance compared to other stakeholders such as 
employees, customers or shareholders. Another possible explanation is that the manager’s role is taken 
for granted, or incorporated as part of the employee group and, hence, not explicitly mentioned. 
Furthermore, labour organisations and unions were not mentioned at all, which may reflect 
Australian’s approach to business and manufacturing, where employment contracts are made with 
individual employees and the employment structure is generally decentralised away from unions 
(Sheldon et al., 2016). The role and impact of these stakeholders is elaborated on further in the next 
section, which addresses the main CSR activities practised by businesses in this study. 
 
4.4.2(i) Summary   
It was evident from participants that employees and customers constituted the most important 
stakeholders. Clearly CSR was seen as part of a strategy in benefiting employees, which assists in 
retention of employees, satisfies customers, who have come to expect low prices, but also having CSR 
actions that address social, economic and environmental issues. Nevertheless, for customers, business 
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practices are not always easily aligned with customer expectations. In particular, as manufacturers 
move to apply CSR, costs may have to increase, whereas customers often seek to avoid paying higher 
costs despite expectations on CSR. This creates contradictions at times for manufacturers in that they 
try to placate customers while maintaining a commitment to CSR. It may also mean that CSR that 
most directly affects or relates to these two major stakeholder groups (customers and employees) 
become more central in CSR policy. CSR that does not align with these stakeholders’ interests may 
not receive as much attention or focus by a manufacturer. In effect, CSR practices that most align to 
advance interests of the most central stakeholders are likely to be those practices that are a greater 
focus for manufactures.  
 
4.4.3 CSR activities 
The participants were asked to indicate their most common and widely applied initiatives in the area 
of CSR in their companies by the following interview question: “What are the incentives and 
inhibitors that lead manufacturers to adopt CSR objectives in their business strategic choices?” It 
elaborates on the specific objectives and CSR choices practised as part of everyday business in reality. 
This discussion added value not only to an understanding of the role of stakeholders, but also in 
advancing the understanding of the incentives and inhibitors of CSR in manufacturing strategy. 
Regarding the question, “What are your main CSR activities in your company?” the participants gave 
examples of their most applied initiatives in CSR, often linking them to economic, social or 
environmental objectives. These examples indicated alignment between directions of the firm and the 
main stakeholder groups identified for their operations. An illustrative response from participants to 
the question, “What your main CSR activities are?” is given by the following statement: 
 
“All HR-related activities, the charity supporting, proper reporting to authorities 
about our operation, and running with transparency, also are related to 
certification, as I mentioned above.” (Participant 16, GM Productions, Plumbing) 
 
The major groups with more frequent responses were 19 participants giving examples in relation to 
HR activities. Sixteen participants mentioned environmental activities, certification-related initiatives 
incorporated 12 participants’ responses, and activities related to legal compliance were mentioned by 
eight participants. Other categories in relation to CSR activities included integrity of operations, which 
was mentioned by six participants. Charities, as an initiative, were practised by 15 participants. 
Supplier-related CSR activities were mentioned by 11 participants. Even lower in the number of 
responses, three participants mentioned product quality and features related to customers; four 
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participants mentioned engaging with the community in their CSR activities. The exemplars of these 
activities are elaborated next.  
 
4.4.3(i) Activities relevant to legal compliance and certification CSR 
Manufacturers operate in a highly regulated environment. The majority of the participants (20) 
referred to these compliance obligations, elaborating on their activities of auditing, reporting and 
certifying their activities. Twelve referred to legal compliance in the form of environmentally related 
certification and will be discussed in the section that follows on environmental activities. The auditing 
and reporting activities dominated this category: 
 
“So, we get assessed annually by independent third-party auditors and certification 
bodies who come into our business, look through every facet of our business, how 
we operate, how we function, how we engage, how we report, how we monitor. And, 
from that, we get to, fortunately, retain our certification.” (Participant 23, GM and 
CSR Compliance, Forestry) 
 
In the wider literature, following regulated guidelines and auditing make up aspects of CSR (Raj-
Reichert, 2013; Lynch-Wood et al., 2009). However, the focus is often more on self-regulation in the 
literature, as CSR is viewed as voluntary and following regulatory practices is often considered as 
accepted practice. Nevertheless, the literature does discuss how governments often help to monitor 
CSR practices as a way of ensuring companies are applying social responsibility (Lim & Phillips, 
2008; Williamson et al., 2006). The commitment to legal compliance was seen as critical to business 
operations, as it is linked to long-term survival and strategy. This is in parallel with the wider literature 
that discusses legitimacy as a key component to help ensure that companies are being transparent with 
their practices such as corporate reporting, particularly in light of past major corporate scandals 
(Waddock, 2018). Companies have seen that they need to build-up their reputation among customers 
and wider stakeholders alike, in order to avoid reputational damage, which was reflected by some of 
the participants’ views on legal compliance: 
 
“First of all, they've got to make sure we're compliant with the law and if we are 
compliant with the law, and everything is running smoothly, profits increasing, and 
they can afford to devote some time and attention to their long-term reputation.” 
(Participant 6, GM, Textiles) 
 
Three participants referred to auditing as a CSR activity that is important for legal compliance, and 
two mentioned reporting for their operations to respective authorities. In the literature (e.g., Jiménez-
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Parra et al., 2018; Flammer & Luo, 2017; Okubo, 2016), some sensitive industries, such as those most 
likely to affect the environment through their actions, have been interested in making their actions 
transparent. This is so that companies are less likely to be liable for actions that can give them a poor 
reputation. One participant from the chemical industry indicated the issue of reporting their operation 
to the broader community in addition to respective authorities, subsequent to their industrial impact 
on the broader community: 
 
“We would continually monitor and need to report on our impact, in the sense, on 
the immediate community and, so, part of that was really just trying to make people 
feel comfortable with this big chemical plant there, but we’re relatively safe, if that 
makes sense.” (Participant 17, GM, Chemicals) 
 
Compliance of supplier practices with a firm’s CSR strategies was mentioned by 11 participants, who 
discussed their respective CSR activities. Suppliers have been a major focus in the literature, where 
businesses, even if they follow CSR guidelines, have sometimes failed to encourage their suppliers to 
follow similar policies (e.g., Miras-Rodríguez et al., 2018; Panda et al., 2015). Increasingly, this area 
is seen as one where companies can more greatly affect or shape their suppliers (Yadlapalli et al., 
2018). In relation to suppliers, seven participants mentioned procedures of auditing, practices of 
suppliers with audits, which required certifications and contractual agreements specifying 
expectations from suppliers. Site visits on suppliers’ premises were also indicated as part of ensuring 
compliance. A participant stated: 
“We actually go and do checks. Checking their facilities before we engage them, 
and we have a very extensive checklist for them, that they need to comply with when 
they're getting into contract with us.” (Participant 18, GM Operations, Chemicals) 
 
The other four participants did not provide details as to how they ensure their suppliers complied with 
CSR; they made only a short mention during the interview discussions. One of them indicated that the 
compliance of suppliers is driven by customers: 
“We check our suppliers up to the point that the customers want us to check them.” 
(Participant 5, Production Manager, Textiles) 
 
This response positions the decision of supplier compliance through financial priorities that emphasise 
customer business in the very competitive textile industry in Australia, where competition from 
global, low-priced production is strongly felt. In the wider literature, it is evident that low-price 
industries such as textiles have often struggled most with supplier compliance (Caro & Martínez-de-
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Albéniz, 2015). Fast-fashion and even cheaper textiles are giving suppliers and manufacturers a harder 
time justifying their expenses on CSR activities (Turker & Altuntas, 2014). 
 
In addition to initiatives on compliance, auditing and reporting, participants gave examples of integrity 
and transparency practices through references to policies and procedures applying to their 
organisations. Six participants mentioned anti-corruption initiatives through specific policies, or a 
corporate code of conduct. Anti-corruption policies and practices, that are transparent, have also 
become more important to wider business, in part because of the corporate scandals during the 2000s 
(Kaymak & Bektas, 2017), as illustrated by the following participant’s words: 
 
“We have a code of conduct. That's also developed in Australia as well, so we apply 
it in the Australian environment. The XX corporation code of conduct covers off 
everything; it covers off relations with suppliers, it covers off relations with 
employees, customers, basically any single person that we would deal with is 
covered in that corporate code of conduct.” (Participant 14, GM HR, Plumbing) 
 
Three participants mentioned product quality related to CSR activities, such as attending to product 
safety issues and impacts on customer well-being. One participant stated: 
 
“It is around health and safety obligations, and what are we doing in terms of risk 
mitigation with products that go out into the market. In the products that we're 
supplying, it's that consideration around what's the impact our product could have 
on people's health, and well-being.” (Participant 1, GM, Consumer Water Systems) 
 
4.4.3(ii) Environmental activities 
The expectation on manufacturers to operate with environmental considerations and adhere to 
certifications and standards is reflected by a strong presence of discussion on environmental 
initiatives. There were 16 participants who referred to environmental activities in their businesses. 
Environmental standards, certifications and other initiatives form a major category within the CSR 
literature (Shah et al., 2016; Marano & Kostova, 2016; Gunasekaran & Spalanzani, 2012). In 
agreement with this literature, participants discussed recycling, waste management, eco-friendly 




“Ensuring that the business is environmentally conscious. Ensure that things like 
pollution and waste is minimised. Recycling materials, solar energy through the 
daylight, controls over electricity consumption.” (Participant 20, GM, Automotive) 
 
“We drive solar a lot. It's one of our core products, and we're developing the solar 
side so we're putting a lot of time and effort into the development of new, sustainable 
energy safe products. Solar, wind potentially, PV. How can we move away from 
coal fire, gas, and stuff like that? There's a lot of initiatives from a product 
development perspective at the moment that we're trying to get into. More 
sustainable energy type products.” (Participant 14, GM HR, Plumbing) 
 
The legislative requirements appeared to drive environmental initiatives, similar to customer 
requirements: 
“And a regulation on environment is critical, both a national and international 
certification link to that. So, we do want to attend to the regulation of the 
environment.” (Participant 16, GM Production, Plumbing) 
However, participants indicated a deeply embedded environmental conscience in their corporate 
culture, likely indicating larger pressures affecting business perceptions. In fact, more 
environmentally friendly actions are becoming second nature, or even a task requiring little 
consideration (see quote below). This is evident in the literature, where corporate culture has 
increasingly emphasised environmental awareness and initiatives (Epstein et al., 2015; Stone, 2000): 
“We build that into the things we do internally, such as waste recycling, energy 
efficiency project, and the use of environmentally-friendly materials where we can. 
So, it's down to our footprint on the environment, and building that into the work 
that we do. We don't do it as an extra activity.” (Participant 7, Sales and Marketing 
Manager, Textiles) 
Overall, six out of 25 participants mentioned proactive initiatives, that is, initiatives above legal 
requirements in relation to environmental practices. The reasons for investing in an initiative that is 
not required by law were mentioned as being forced by competitors as well as corporate culture. 
Leonidou et al. (2015) found pressure by other firms and environmental awareness are among the top 
reasons companies have cited as motivating their environmental practices. One of the participants 
indicated that their reaction to competitors should be more immediate:  
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“So, European sales are gonna be impacted. We're gonna swap out that particular 
gas prior from going into the unit. But we're probably being reactive to those 
environmental things, rather than being proactive on the front first. (Participant 1, 
GM, Consumer Water Systems) 
 
From the rest of the participants, there was no indication on whether the decision to adopt proactive 
CSR activities was due to commercial or social influences. For participants, their discussion suggests 
that perhaps wider social change is pressuring companies to act more responsibly. Solutions are also 
potentially beginning to consider a long-term perspective rather than something that produces 
immediate financial rewards for companies. One participant expressed a personal view about the 
growth of environmental responsibility in people’s minds and a change of social attitude: 
“I think, slowly, we're going beyond the minimums established by the law, and the 
people are being more conscious of "How do I dispose of the rubbish?” (Participant 
3, COO, Appliances) 
 
Another participant indicated interest in the long-term sustainability of communities in developing 
countries instead of ongoing short- term support: 
“Any kind of corporate responsibility, I think, it's about making communities 
sustainable, so you don't always end up giving them money but you kind of build 
skills so that they can earn their own and/or train others as they go along.” 
(Participant 22, CFO, Food) 
 
This also suggests that investing in communities is focused on a long-term perspective that sees their 
well-being as an end result, where communities are enabled to better adapt to the wider economic 
climate. In the discussion on certification related to CSR initiatives, out of the 12 participants who 
mentioned activities related to this area, 11 specifically talked about environmentally related 
certification, and one participant referred to ISO 9001. The ISO 14000 series is often among the most 
common standard cited in environmentally related certification (Castka & Balzarova, 2008; Fombrun, 
2005). Overall, certification systems reported by participants were ISO 9000, 9001, 14000, Green 
Tag, Certification under the Forest Stewardship Council (FSC), and Certification under the Australian 
Forestry Standards. The participants indicated that, although certification is not mandatory, it is a 
necessary step for their local and international trade; expected standards are very high in competitive 
markets, another area that has been discussed in the literature (Husted et al., 2016). In effect, global 
and local competition, and consumers have compelled firms, even if it appears voluntary, to adopt 
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more evident green or eco-friendly standards: 
 
“We have environmental certification above the minimum the law requires. We 
need Environmental Standard certification, so you can sell in particular countries, 
particular customers, or locally too.” (Participant 14, GM HR, Plumbing) 
 
4.4.3(iii) Social CSR initiatives 
 
4.4.3(iii)(a) HR initiatives 
 
The extensive discussion on HR practices represents commitment by manufacturers to their 
employees as key stakeholders, acknowledging their contribution to strategic objectives. As discussed 
previously, human labour is important for manufacturing despite the automation of production. Job 
quality in manufacturing has, historically, been relatively high (see, Wilson et al., 2008), where jobs 
have been full-time, with benefits, entitlements and flexible hours. Nevertheless, the concern is that 
such high-quality jobs could fade in the future or be under increasing threat as the manufacturing 
sector faces increasing global competition (Acs et al., 2017) from low-cost locations.  
 
Nevertheless, it was evident from participants that there is no shortage of good quality jobs. For 
example, HR initiatives covering working conditions, leave and pay were practised beyond the 
minimum legal requirement, indicating strong ethical commitment to employees, even from small 
companies where resources might be constrained. The manufacturing sector, from participants’ 
responses, appears to provide very high-quality employment, with manufacturers going above and 
beyond what might be required by the law in employment related issues: 
“All employee HR-related activities, we take them to [a higher] level not just 
required by law.” (Participant 9, CEO, Motorised Aid Equipment) 
 
These activities are maintained in the manufacturing sector despite strong competition and a shrinking 
share in Australia’s overall GDP (Healy, 2015). While the trend may then indicate such jobs may not 
continue in the future, business commitment to maintaining a high-quality employment environment 
may also help the sector maintain a degree of desirability for quality employees, which may bode well 
as the sector transitions to technology-based manufacturing: 
 
“All of our staff would be paid well in excess of the Award. We do provide them 
with a lot of perks, a lot of additional things, gifts: free lunches, bonuses. We provide 
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them with a lot of extra benefits to what the government would say are the minimum 
benefits.” (Participant 19, CEO, Automotive) 
 
Participants also mentioned being fair with their employees in relation to HR practices; this fairness 
seemed to be driven by personal values and the need to “do the right thing”:  
 
“We promote HR fair practices with remuneration and diversity and focus on equal 
opportunity.” (Participant 21, CFO, Food) 
 
This apparent contribution of HR practices to other business objectives was also reflected in the 
approach participants took with occupational health and safety (OH&S): 
 
“The forestry industry used to be a very high-risk industry. If you have an 
organization that has virtually no incidents, and safety's a high priority, financially 
it's better for you.” (Participant 24, CFO, Forestry) 
 
Furthermore, HR-related activities addressed OH&S as a primary interest for manufacturers. This also 
appears as a key activity for manufacturers in the literature, where safety and health are addressed as 
key employee concerns in the stakeholder and CSR literature (Singhapakdi et al., 2015). This aspect 
of HR was viewed as a task and an ethical duty; it was seen by managers as an issue that required 
attention beyond the minimum legal requirements: 
 
“OH&S represents the intrinsic desire that everybody should be coming to work in 
a safe, and secure environment is definitely there.” (Participant 1, GM, Consumer 
and Water Systems) 
 
Industrial relations, flexible work arrangements, equal opportunity and overall well-being programs 
are important HR initiatives. Industries, such as plumbing, have been identified as areas to address 
affirmative action towards women’s employment: 
 
“The whole group is about trying to develop women within our workplace, it's a 
women's focus group, it's a women's forum. We've had it in place for a number of 




The other main HR activity emphasised by participants is the training and development of employees. 
One of the key incentives for CSR cited in the literature is that it can be beneficial to long-term strategy 
for businesses, including in the development of employee skills and capabilities (Jamali et al., 2015). 
From the participants, there is a sense of long-term commitment to the future of the business, by 
committing such investments and training on integrity, and an optimistic attitude was evident: 
 
“Staff development and maximizing the potential of staff that are engaged is the 
first priority.” (Participant 20, GM, Automotive) 
 
4.4.3(iii)(b) Charity-related initiatives 
 
Fifteen of 25 participants indicated charity-related initiatives as part of their social CSR. All industries 
and company sizes were represented in this group. The initiatives ranged from donating to a charity, 
supporting a special school, volunteering the time of employees to support emergencies such as bush 
fires, and providing reduced prices for non-profit organisations. Other initiatives include supporting 
community projects in the developing countries the company operates in, supporting sport clubs and 
providing special financial support to employees when they are in financial crisis. Charities are also 
a possible way in which companies benefit via CSR, as it creates a positive image and brand for firms 
(Andreu et al., 2015). Companies integrated charity initiatives into their performance and related the 
amount given to charity to the overall performance of the business in specific departments: 
“As long as each of those three were achieved, as we achieved each milestone, we 
then gave $5,000 to the charity.” (Participant 2, Production Manager, Consumer 
Water Systems) 
 




Participants linked their activities to financial, environmental and social objectives with a strong focus 
on issues of legal compliance in relation to auditing reporting and various HR and environmental 
certifications. Legal compliance was linked to issues of reputation which incorporated financial 
objectives. Similarly, compliance of suppliers was identified as a critical CSR initiative.  
Environmental initiatives indicated a positive corporate culture and embedded conscience on 
preserving the natural environment with initiatives such as recycling, waste management, eco-friendly 
production and environmentally friendly products. Proactive initiatives above legal requirements are 
incentivised by competition, consumer demand, commercial interests and societal influences to adopt 
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certain practices, indicating a long-term perspective on CSR practices extending beyond immediate 
financial benefits.  
The well-being of employees is attended with a variety of HR initiatives in areas of compensation, 
leave, industrial relations and OH&S, as manufacturers address the needs of this stakeholder group to 
achieve their strategic interests. Extending these activities beyond legal requirements is seen as an 
issue of social responsibility rather than an action that is economically incentivised. Other social 
initiatives related to charities and involvement with the community, including integrating these 
initiatives into long-term strategies. 
 
4.4.4 Benefits and incentives of CSR initiatives 
 
4.4.4(i) Benefits of implementing CSR initiatives 
Participants were asked in two separate questions to identify the benefits and incentives that drive 
their CSR choices. The reason participants were asked these questions separately was to discuss the 
perceived benefits of CSR and determine whether they are different from the perceived incentives. In 
the literature, benefits are differentiated from incentives; benefits are those that make a specific CSR 
action beneficial to stakeholders, whereas incentives are reasons that motivate a firm to apply CSR 
(Tang et al., 2012; Giroud & Mueller, 2011). In the literature, incentives help motivate a firm to action, 
while benefits are direct actions that help a firm achieve a stated goal, such as financial performance. 
This means that the incentives are not always beneficial to stakeholders; something that is a benefit 
has a more certain positive impact. Issues such as the personal values and moral choices of the 
participants may drive their choices and thus incentives (Hemingway & Maclagan, 2004). The 
response of participants to questions on the benefits of CSR focussed on 14 participants identifying 
financial benefits to CSR practices; 10 participants lined up financial benefits to business image and 
reputation; 11 participants indicated social benefits; and four participants indicated benefits to the 
environment. These will be explained in greater detail in the following sections. 
 
4.4.4(ii) Financial benefits 
Financial benefits were identified by 14 participants. In the literature, financial benefits are often seen 
as one of the leading reasons for firms engaging in CSR (e.g., Weber, 2008; Tang et al., 2012), and is 
supported by the participants’ responses. These actions are mainly focused on profitability, that is, the 
ability to establish a strong brand, customer service or reduction of costs due to employee loyalty, 
which lowers turnover. Customers prefer to buy from businesses that are socially responsible, and 
employees remain loyal to the company, so long as their values are aligned to those of the business, 
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or because a socially responsible business provides them with better benefits (Swink et al., 2005). The 
following quotations provide examples of these observations: 
 
“So, you see the benefit to the bottom line, to the money you will make long-term,” 
(Participant 7, Sales and Marketing Manager, Textiles) 
 
“One of the key benefits of building that kind of a culture is people will stay. I think 
one of the much-overlooked costs to the business is losing talent.” (Participant 8, 
CEO, Motorised Sales Equipment) 
 
The majority of participants, in this case 10 out of the 14 in this group, indicated the benefits of CSR 
to the image and reputation of the business. In the literature, image and financial benefits are closely 
linked to why companies adopt CSR practices (Minor & Morgan, 2011). This appears to be the case 
for participants, as strong reputational benefits appear to affect financial benefits which they linked to 
the profitability and competitive advantage provided by the CSR. The following is an example: 
 
“Absolutely. This strategic benefit of all that (CSR initiatives) in terms of improving 
the financial performance of the company is big. It relates to our image and 
reputation and brand. All these initiatives have an impact to the bottom line.” 
(Participant 1, GM, Consumer Water Systems) 
 
The participants also extended discussion on profitability to issues of social responsibility, where 
employees are empowered by company actions, and relationships with them and the broader 
community are strengthened: 
 
“With us practising CSR as a leadership team, we can have the satisfaction of 
working for a better world, not only for immediate profitability. This is a very 
empowering and motivating feeling for our teams too. Nobody wants to work for a 
company that damages the society in any way. We all become very sensitive to 
acting ethically in the business world.” (Participant 25, GM Operations, Recycling 




This suggests that in addition to financial and reputational benefits, employees too are more motivated 
when they feel their company is generally benefiting society. Social responsibility can then have an 
important effect on employee morale, and helping to retain staff, findings which have been found in 
previous research (Coldwell et al., 2008). 
 
4.4.4(iii) Social benefits 
As indicated by the quote in the previous paragraph, in addition to profit-related benefits, there was a 
broader view that CSR provides benefits to other areas such as morale. The examples from the 
discussion on benefits from CSR confirm the evidence that Australian manufacturers have a broader 
commitment to CSR beyond immediate company profits. In particular, social benefits related to CSR 
were mentioned by 11 participants. This includes benefits and impacts on communities, broader 
society, or, what was seen as the “broader good’’ (Participant 10, MD, Building) and to “make the 
world a better place” (Participant 22, CFO, Food). In the literature, benefits to society are often 
indicated by employees and managers as the provided benefits of CSR (Weingaertner & Moberg, 
2014), indicating benefits are commonly seen as beyond simple strategic benefits for the company. 
Participants mentioned that the well-being of employees and personal satisfaction were also benefits 
from CSR initiatives. A happy workplace is motivating for the team members that align their values 
of social responsibility to those of the company and have a sense of belonging and ownership of the 
company objectives as their own: 
 
“If you look at it, everybody comes to work a lot happier.” (Participant 2, 
Production Manager, Consumer Water Systems) 
 
One participant saw the benefits of CSR initiatives in relation to the changing social or environmental 
attitudes of stakeholder groups:  
 
“Maybe, slowly, we change the attitudes, and we educate our communities, and 
employees, and shareholders, and suppliers, and customers in the importance of 
CSR, beyond bringing immediate profits.” (Participant 16, GM Production, 
Plumbing) 
 
These responses show that at least some employees see their companies as having roles outside of 
making profits and want to see their organisations as leaders in encouraging CSR-related themes, 
where consumers and others begin to see the benefits of CSR. CSR is also indicated as something 
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many employees do want to be involved with as it motivates them. The benefits of CSR initiatives 
were explained in terms of personal satisfaction for decision-makers, shareholders or the employees 
involved. The expression ‘feel good’ was mentioned by eight of the 11 participants in their discussion 
of the social benefits of CSR. Such aspects are often linked closely to CSR that helps employee morale 
and, in turn, also benefits staff retention (Bode et al., 2015). This indicates that participants see that a 
key benefit of CSR is the alignment of personal values of stakeholders to CSR commitments. 
Participants recognising the value of CSR, for reasons of principles or conscience, becomes evident 
in all aspects of CSR discussed; and highlights that while the literature has often focused on CSR and 
profit relationships, the motivation of doing something that makes employees satisfied is likely a very 
important aspect of CSR for manufacturers (Isaksson et al., 2014). Relative to the existing literature, 
this study makes a contribution by highlighting that non-financial motives also play a major role in 
shaping CSR policies: 
 
“You need to make a difference, you need to be able to go home and, really, that 
intrinsic value, you need to know that you've made a difference. Whenever you can 
do that, you get the good intrinsic feel about you.” (Participant 14, GM HR, 
Plumbing) 
It was evident that employees as stakeholders are involved in discussions on CSR benefits, indicating 
wider considerations in how policies related to CSR activities could benefit them. From the results, 
11 participants made specific reference to CSR initiatives and their benefits to employees’ 
engagement or morale. Participants shared beliefs that employees show a preference to work for 
ethical companies and become more loyal and productive when they feel their company is benefiting 
the society. Thus, CSR programs can be seen as a way to attract employees, and that participants are 
confident that their CSR initiatives are appreciated, similar to what was seen above in previous 
responses. There are indications that incentives for employees encourage loyalty and agreement, 
socially or morally, with an organisation, as reflected in the following examples: 
 
“… certainly, employees may be more inclined to feel comfortable working with an 
organization that is, has integrity, that seems to be a caring one, because if they're 
caring for the community, they'll care for them.” (Participant 6, GM, Textiles) 
 
4.4.4(iv) Environmental benefits 
When it comes to benefiting the environment, only four participants mentioned the benefits and 
positive impact that activities had on the environment. This is somewhat surprising considering the 
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large degree of importance with which CSR is viewed in relation to the ecological environment, as 
seen in the definitions the stakeholders’ discussions mentioned earlier. There could be perceived 
uncertainty as to how actions actually benefit the environment. While CSR is heavily focused in this 
area, the benefits for the environment are less tangible and less visible, perhaps suggesting why they 
are not seen as particularly beneficial (Fargani et al., 2018). While many see the environment as 
critical to CSR, it may take some time before the benefits to the environment are clear. This may, for 
instance, be indicated in the following response: 
 
“I'd like to think that we do end up with a better environment. I mean for the little 
bit that we play in the global part, I'd like to think that we're also providing a better 
environment.” (Participant 10, MD, Building) 
 
4.4.4(v) Incentives for CSR initiatives 
Participants were asked to indicate the main incentives for their decision to adopt CSR to enable a 
comparison between incentives and benefits. Rarely does the literature look at the differences between 
the two. While companies are, at times, motivated by the benefits they perceive, they are also driven 
by incentives that directly impact their business (Bian et al., 2016). An incentive for CSR might not 
be perceived as a benefit by the participant. For example, a positive environmental impact might 
incentivise the adoption of CSR, but the benefit might be perceived as uncertain, hence, the response 
to these questions might be different. This discussion is presented at the end of this section. 
 
4.4.4(vi) Financial CSR incentives 
By far the main incentive indicated for adopting CSR is profitability, either through gaining more 
business from customers, stronger brand reputation, higher productivity from employees, expansion 
to new markets or even avoiding fines and penalties through compliance. All of these factors, that is, 
improved performance, reputation, employee retention and productivity, expanding into markets and 
avoiding penalties, have come up as types of CSR, and conform to what is seen in the wider literature 
in regard to CSR incentives (Filatotchev & Stahl, 2015; Adam & Shavit, 2008). Twenty-three of 25 
participants indicated that the reason behind their decision to adopt CSR was financially based:  
 
“If you ask me the main motive, it is financial though, not moral. We are in the 
business to stay in business.” (Participant 5, Production Manager, Textiles) 
 




“You can afford to be more responsible when your earnings goals are achieved.” 
(Participant 20, GM, Automotive) 
 
There was some indication of frustration when decisions about CSR are specifically driven by the 
“business case”. Some participants expressed frustration in attending to other aspects of CSR without 
first securing financial performance: 
 
“Can we sponsor this? Can we do that? Can we give back in some way? Okay. Put 
a business case together. Put a business case." (Participant 1, GM, Consumer 
Water Systems) 
 
Cynicism about the real incentives behind social responsibilities emerged in discussion, as participants 
mentioned that the overriding incentive was financial. The literature has long assumed financial 
incentives are likely to be the strongest (Testa & D’Amato, 2017). Even charitable behaviour might, 
in reality, be motivated by financial rewards rather than a feeling of the need to benefit society or an 
organisation: 
 
“There are people that give a lot of money to charity, but they still take the tax 
deductions. And by taking a tax deduction, you're taking something from the 
community. They're doing it for financial reasons, they're doing it because they 
want more revenue from those customers.” (Participant 10, MD, Building) 
 
Shareholders are influencing the decisions around financially driven CSR initiatives, with managers 
having to follow their directions and interests. The literature generally indicates that managerial 
decisions about CSR are often dictated by shareholder interests, suggesting they often do play an 
overwhelming influence in many cases (Soderstrom et al., 2017). In this case, five participants 
mentioned the role that shareholders have in driving financial CSR, with the expectation of generating 
profit: 
 
“The shareholders need to be happy and approve this course of action. If 
shareholders want only profits and are not happy to sacrifice some to develop CSR 
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activities, managers cannot do much.” (Participant 8, CEO, Motorised Aid 
Equipment) 
 
Closely associated to financial incentives, the issue of protecting the public image of the company 
was evident. In fact, these two concepts are related. In this case, 15 participants linked image to 
financial objectives. Participants indicated the importance of maintaining a CSR image for reasons 
that included reputation in the market, and maintaining a strong brand focused on customers, 
employees and suppliers. There is an effort to “be seen” as socially or environmentally responsible, 
which indicates a focus on reputation, where the image or perception that the company projects was 
seen as a main incentive for engaging in CSR activities: 
 
“There was also a recognition by the public that if we could be seen as really good 
employers in the community.” (Participant 17, GM, Chemicals) 
 
The attention on image and reputation and its direct link to profitability was emphasised by the 
participants. Image was improved through social and environmental initiatives, which helped to 
provide financial benefits through positive customer association with the company, for example: 
 
“And the incentive behind that (environmental initiative) is, of course, to improve 
their public image so you attract customers or employees to come and work for 
you.” (Participant 7, Sales and Marketing Manager, Textiles). 
 
Image is not only an element of business that participants associate with CSR initiatives, but they also 
strongly believe in communicating and promoting extensively in order to leverage maximum returns. 
In the literature, reputation is seen as a long-term strategic element, and necessary for economic 
viability (Pomering, 2010). They see no reason for engaging in initiatives that cannot be 
communicated publicly and that do not improve their image. There is little evidence in the discussion 
of non-financial reasons as main drivers that prompt CSR initiatives. In effect, image and reputation 
relate and connect to commercial interests rather than social reasons. 
 
From participant responses, it is evident that businesses appear interested in promoting any CSR 
initiative, whether financial, social or environmental, that would have an impact on their image and 




“You can't afford not to do the right thing, and not to be seen doing the right thing 
too. Our reputational damage could be very easily…we built up a lot of equity in 
things over the years with various organizations, but it wouldn't take a lot for that 
to go out the window.” (Participant 24, CFO, Forestry) 
 
In effect, reputation is a key focus and that helps to create incentives for action. A similar impact is 
indicated by customers: 
 
“We became aware that our customers are sensitive to our image of having an 
innovative, clean operation meeting all the safety standards of our products.” 
(Participant 43, CFO, Food) 
 
While this likely reflects genuine concern, it also shows awareness that a lack of attentiveness to safety 
could hurt the company’s image. Safety is an important aspect of CSR, but its links to image and 
employee retention are often of high importance to companies (Porter & Kramer, 2019). In addition, 
of 25 participants, 10 mentioned that they felt there are incentives created by legal obligations, 
including in areas related to HR, product quality or environmental responsibilities: 
 
“We have our legal compliance, so anything we do throughout the business, we 
have to be compliant to any legislation.” (Participant 23, GM CSR and 
Compliance, Forestry) 
 
This likely reflects the desire of firms to avoid fines or hurt their reputation, which would affect 
strategic benefits. One of the participants indicated that legal compliance requirements are so 
extensive that there is no room for any initiatives to be driven by personal values, implying CSR is 
driven by necessity or the industry’s value systems: 
 
“We are in an industry that corporate social responsibility is so well covered by 







4.4.4(vii) Environmental CSR incentives 
Protection of the environment did not feature as strongly in a list of incentives for CSR initiatives, as 
only nine out of 25 participants mentioned it as an incentive that motivated their actions. Nevertheless, 
it was evident that incentives for the environment are stronger than perceived benefits. Pollution and 
green manufacturing are usually cited as ways in which the environment could genuinely be improved 
(Mittal, 2017). The interviewed participant views may contradict some of the wider literature, 
indicating that managers probably do not clearly see incentives in actions to save the environment, 
while other factors, such as regulation or reputation, may incentivise some environmental CSR 
activities. Overall, the lack of clear, tangible benefits may make incentives less desirable for the 
environment relative to other aspects of CSR. Where there were responses, they mostly centred around 
waste management and eco-friendly energy sources: 
 
“We're consciously looking at that, one, to make better product for us, but two, to 
help the environment with less power usage over the world.” (Participant 4, GM 
Marketing, Appliances) 
 
This potentially shows that, for at least some manufacturers, environmental motivations outside of 
economic benefits could drive the choices made by them. 
 
4.4.4(viii) Social CSR incentives 
In contrast to environmental reasons, which were relatively limited, participants did indicate social 
reasons for CSR adoption. Overall, 22 of 25 participants saw social reasons behind CSR adoption. 
Participants indicated their incentives to adopt CSR initiatives for reasons other than financial 
benefits. Participants used words such as “ethics”, “morals”, “conscience” or “feel good” to explain 
their incentives in adopting CSR. The literature does not discuss ethics, morals and conscience as 
widely as other incentives (Costas & Kärreman, 2013), suggesting that these aspects need to be further 
investigated. Participants saw social and financial CSR initiatives complementing and reinforcing 
each other in the overall objectives of the company:  
 
“I don't think you can separate the two. You can't say, ‘I do it only financial or only 
ethical’, because there's always a compromise and there's always a balance to be 




In regard to talking about social incentives for CSR, eight out of 22 participants mentioned a personal 
need to feel good about their decisions as a main incentive: 
 
“As a leader, you want to go home at the end of the day and feel good about what 
have you contributed.” (Participant 10, MD, Building) 
 
Additionally, ethics and personal values were indicated as another incentive, with seven participants 
indicating the importance of values in their CSR actions:  
 
“It was more about, I guess, me as a person ... You know, more about the ethics, the 
way you wanted people to be and the way you wanted them to think and the way you 
wanted them to conduct themselves.” (Participant 11, GM, Building) 
 
Morals were mentioned by four participants and conscience by two, other incentive terminology 
mentioned for adopting CSR: 
 
“The drive for HR is not only financial, it's on the morality of this.” (Participant 
24, CFO, Forestry) 
 
These comments show that employees do feel there are obligations for firms to act morally and 
ethically. This includes beliefs that firms should not simply perform well in financial terms, but also 
act to provide benefits to society. Obligations to the broader community were identified by five 
participants as an incentive for CSR initiatives: 
 
“You have a responsibility to the community to make sure that everything that you 
do as a business is socially appropriate.” (Participant 14, GM HR, Plumbing) 
 
In summary, responses related to social incentives are indicative of the fact that personal values and 
morality, along with community and stakeholder interests, played an important role in incentivising 
CSR. Participants indicated that values played a greater role in decisions for applying CSR than 
financial incentives. While this is not always clear, it shows there were attempts to balance CSR so it 
was not only about financial benefits. There is some indication that managers and companies 
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genuinely want to do good, or at least see that doing something ‘good’ will maybe help them promote 
their brand (Singh et al., 2012). Doing tangible ‘good’ things may also be an incentive, but they are 
also likely to help the company reputation. Regardless, this indicates some alignment between 
personal values and actionable CSR, where not all actions are motivated by profit.  
 
The findings on internally driven incentives, which were a major incentive mentioned during the 
interviews, are one of the key contributions. This related to employee obligations, which are closely 
related to incentivising social responsibility initiatives; they become part of developing and 
implementing social initiatives. As seen previously, focusing on employees is a key part of CSR 
activities. Participants linked their social choices to attracting, retaining and motivating employees. 
Earlier, it was indicated that employee retention played a key part in motivating CSR in companies. 
For participants, this helped to build strong teams, improve safety and work conditions and retain 
staff:  
 
“We want the people that come and work for us to know that they're coming to a 
good place with good values. That when they come in here, they come into a safe 
place and they're going to be taken care of.” (Participant 7, Sales and Marketing 
Manager, Textiles) 
 
Overall, the interests of employees, mentioned by 21 of 25 participants, emerged as the main incentive 
behind decisions by manufacturers to adopt CSR activities. This, in many respects, aligns with the 
definitions and stakeholders outlined previously, where the benefits and focus of CSR centred around 
them. This also suggests that CSR is seen as enriching the company because it brings benefits to 
employees, which in turn benefits the company. In the long-term, there is also a strategic benefit, as 
financial benefits are incurred with such activities. Shareholders and customers were also critical, 
while communities played a more limited role, although they are likely to be concerned about 
reputation.  
 
The findings, hence, suggest that there are attempts to balance profits, the main driver for CSR 
activities, with those of social concerns. There is genuine thought involved for committing actions 
that reflect personal values, which is seen not only as a benefit but also as an incentive. Although the 
findings suggest some disconnect between social incentives and benefits, many participants viewed it 
as important to try to balance social concerns. Fewer participants saw the environmental benefits or 
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incentives, even though they understood it was an area to be addressed. In the case of the environment, 
it could simply be because the incentives or evident benefits from CSR actions are less tangible.  
 
4.4.4(ix) Comparison of responses between incentives and benefits 






No. of participants incentivised 
to undertake these strategies 
No. of participants perceived these 
strategies as beneficial to business 
Financial 23 14 
Social 16 11 
Environmental 9 4 
Table 4.2: Comparison of responses between incentives and benefits of CSR to business 
 
Compared to the 14 participants who mentioned the financial benefits relating to CSR, 23 participants 
saw financial incentives as the main driver for implementing CSR initiatives. Although 11 participants 
indicated social actions of CSR as beneficial, 16 saw them as an incentive. The fewer responses for 
the social benefits of CSR may be due to participants’ understanding of companies helping the wider 
society. Overall, this suggests value-driven and social reasons for adopting CSR also play a significant 
role along with profits. Nevertheless, the dominance of financial incentives indicates that the latter 
generally have a stronger relationship to motivating CSR activities rather than being perceived 
benefits. Manufacturers are driven by financial objectives to a much larger degree than perceiving or 
believing there can be financial benefits to CSR (Schwartz & Saiia, 2012). In this respect, there is an 
element of a calculated risk in investing in CSR, as there needs to be a tangible incentive and not only 
a perceived benefit. It is also possible that, on the one hand, companies do not want to emphasise the 
benefit to profits CSR provides, as it might demean CSR and why it was applied in the first instance, 
but, on the other hand, there needs to be a direct incentive given companies’ financial obligations. 
 
Compared to the four participants that indicated positive environmental impact as a perceived benefit, 
nine mentioned it as an incentive for their company This indicates that although manufacturers are 
incentivised to adopt environmental responsibilities, they are not certain on the benefits they should 
expect. This might be because the incentives relate to legal compliance, and so are compulsory in 
nature and beyond that appear to have a questionable impact. Environmental interest does not appear 
to be as strong an incentive for manufacturers as financial or social motives; however, it is stronger 




Sixteen participants mentioned environmental activities in response to the question on CSR activities 
for the purposes of trade, certification and profitability, but they did not mention interest in the 
environment specifically, or even benefits. The environment played a major role in the definitions 
(19) provided by the participants, but not in benefits and incentives. This finding needs to be further 
researched to explain why the definitions of CSR are strongly related to the environment, but 
environmental initiatives are not seen as an incentive for CSR or a benefit. This finding has limited 
support in the literature (Fargani et al., 2018). In other words, there is a lot of regulation and pressure 
on firms to apply environmental CSR, particularly in production and assembly of products that cause 
less pollution, but, for employees, these actions are not as tangible because they often do not see direct 
benefits. On the other hand, improving community welfare and providing employee benefits are more 
tangible and direct. Perhaps there is a lack of clarity as to how actions could benefit a company, or the 
tangible benefits seen from activities that could explain the low responses, despite the fact many saw 
it was an important aspect of CSR. 
 
 4.4.4(x) Summary  
This section discussed the perceived benefits and incentives of CSR initiatives, where it focuses on 
differentiating between these two. Incentives motivate a firm to action while benefits are direct results 
that occur from a given action due to positive impact to objectives. Participants indicated direct 
financial profitability as the main benefit of applying CSR practices together with benefits of image 
and reputation of the business. In agreement with the literature, these are identified as establishing 
strong brand and customer loyalty or reducing product and employee turnover related costs. 
Profitability is also the main financial incentive.  
The benefits of social CSR initiatives were explained as being beyond immediate company profits 
and related to personal satisfaction for decision-makers, shareholders or the employees involved in 
CSR programs. Participants are confident that their CSR initiatives are appreciated, and this leads to 
employee loyalty and higher morale. Participants saw social and financial CSR initiatives 
complementing and reinforcing each other in the overall objectives of the company. Personal values 
became both a benefit and an incentive for CSR. 
The benefits of environmental activities perceived as uncertain by the participants although CSR 
initiatives were extensive as indicted in previous sections. This deserves the attention of future studies 
that will look on issues of lack of tangible benefits of environmental CSR initiatives and how this 
affects their adoption from manufacturers. Similarly, participants did not clearly see incentives in 
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actions to save the environment, while other factors, such as regulation or reputation, legal compliance 
and certifications may incentivise some environmental CSR activities. 
 
4.5 Financial Obstacles to CSR 
 
In response to the interview question, “What are the main obstacles to CSR adoption and 
implementation?”, participants shared the obstacles they saw as relevant to particular stakeholders’ 
roles, conditions of the business environment or imposed social and cultural trends that influence their 
strategic choices in CSR and inhibit them from freely engaging in the CSR practices of their choice. 
The discussion and input from participants on this question revealed the multifaceted issue of CSR in 
business strategy, and the dimensions of an issue interwoven in complex strategic business choices. 
 
4.5.1 Costs of CSR 
By far the most common reason cited by participants who did not engage in CSR activities was the 
cost involved. In this case, 15 out of 25 participants made a direct reference to the fact that CSR had 
financial costs that departed from desired or realistic business outcomes. Within this, participants 
mentioned that the allocation of resources was required to be directed towards activities necessary for 
business survival, and immediate business needs that included attending to customers’ requests or 
maintaining jobs for their employees. This follows very closely what the literature demonstrates, 
where obstacles to CSR are often referenced as being financial in nature (Kiessling et al., 2016; 
Christmann & Taylor, 2006). This is particularly the case in low margin industries, where any 
additional cost is difficult to bear for such industries. As one participant said: 
 
“You know, it's tough to just make ends meet, just to keep the doors open and stay ... 
meet my financial commitments, pay my creditors, pay my staff and supply quality 
product to my customers.” (Participant 13, CEO, Furniture) 
 
The financial challenge of the sector became evident during these discussions, as participants looked 
to explain their challenges in adopting CSR. They frequently show a sense of disappointment in 
expectations of them that are unrealistic: 
 
“The major obstacle is the cost. Everybody talks about environmental obligations 
and how good it is to save the planet, but nobody wants actually to pay for that. So, 
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words come easy, but when it comes to action, everybody avoids the cost.” 
(Participant 5, Production Manager, Textiles) 
 
The literature also demonstrated how industries often complain that CSR actions are not subsidised 
or covered by anything; effectively, CSR often becomes an expense on the company often without 
clear or direct benefits (Habel et al., 2016). Companies often imply that they should receive tax or 
other incentives to help offset costs. Two managers discussed the issue of budgeting for the allocation 
of resources for CSR, and the challenge of building a business case before funds are allocated. 
 
“Budgets could always get in the way, I suppose. To be socially responsible, you 
sometimes have to throw money at programs to drive your agenda.” (Participant 
14, GM HR, Plumbing) 
 
In effect, CSR becomes an additional cost or a luxury expense item to companies, at least it is seen as 
such, but without clear and immediate benefits. This is particularly the case when a given CSR action 
(e.g., community education programmes) does not have a clear or direct benefit or return on 
investment for the company. Effectively, when companies fail to see how CSR benefits them in their 
strategic goals or financial performance generally, there is far less likelihood that CSR will become a 
key reason to engage with CSR (Heath & Waymer, 2017). Five managers mentioned that their 
businesses had recently gone through tough times that had required strict financial control, especially 
given the small size of their companies, the unpredictability of the sector and their high production 
costs: 
 
“It's not even just the cost of labour, the cost of energy here is high, the cost of 
transport here is high. The cost of the raw materials is high and higher than 
sometimes even offshore.” (Participant 13, CEO, Furniture) 
 
Lower margin industries that display high turnover or greater business volatility in business are far 
more likely to avoid CSR (Udayasankar, 2008; Hasan et al., 2017). If companies find it challenging 
to incorporate CSR within strategic benefits or to enhance financial performance, there is a greater 
likelihood that CSR will simply be avoided. On the other hand, sometimes small firms, particularly 
in innovation or technology areas, and large firms are more likely to implement CSR initiatives 
(Udayasankar, 2008). Nevertheless, the literature has also indicated that the size of firms often does 
not affect CSR applications, and CSR may not be a primary concern as businesses start out (Blombäck 
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& Wigren, 2009). The discussion of cost extended to the issues of resource allocation, including that 
of time. There were five participants who had mentioned time as an issue, and another four had 
mentioned a lack of resources as an obstacle in their CSR initiatives implementation: 
 
“It’s the resources, we don't have enough time. And it's (CSR) just not seen as a 
priority or a focus.” (Participant 15, Supply Chain Manager, Plumbing) 
 
Four participants mentioned specific types of resources and their scarcity as an obstacle to adopting 
CSR. Human resources and investment in engaging employees to promote CSR initiatives, such as 
training and development of compliance, are critical, however, the associated costs place a barrier in 
their engagement: 
 
“We just haven't got the money to employ someone that would look after CSR 
strategy. But again, at the moment, we don't have a quality person that works for 
us, for example. So, in the future, for us to do that, we'd have to put a value on 
having someone part-time to manage our quality systems.” (Participant 7, Sales 
and Marketing, Textiles) 
 
As can be seen, the lack of alignment in given needs, such as human resources and other resources 
prevents CSR adoption. Seeing CSR as different or as something additional to strategic goals, it 
becomes less of a focus (Jamali & Keshishian, 2009). Closely associated with costs is the issue of the 
legal compliance expected from manufacturers. Legislation was discussed by eight participants, from 
a number of different business perspectives, such as HR-related legislation, environmental compliance 
legislation or product-related certification. Participants saw legislation as a key reason for increased 
costs, as mentioned below: 
 
“Sometimes we can get involved in very heavy bureaucratic situations with the 
government, and we wish that the government was a little bit more flexible in terms 
of the paperwork they expect from us, in HR for example, or for certification 
purposes.” (Participant 18, GM Operations, Chemicals) 
 
The participants referred to industrial relations laws governing hiring and firing systems in Australia; 
issues included procedural fairness in hiring and discharging employees. The legal requirements put 
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pressure on the resources of businesses. In effect, while hiring practices are there to help companies 
be fair in their procedures and uphold employment rights, which would facilitate CSR activities 
toward employees, the problem is that the legislation could be an obstacle if it is viewed as 
complicated or hinders goals that a company may otherwise wish to pursue. Complicated compliance 
or requirements that make CSR bureaucratic act as an overall hindrance for CSR implementation 
(Baden et al., 2009). All the industries and all sizes of businesses indicated similar concerns in this 
area. 
 
During the interview, three participants mentioned the frequent and rapid changes of technology as 
the source of another expense inhibiting CSR. As manufacturing is driven by efficiencies based on 
technological advancements and innovation, the role of technology facilitates business outputs. 
However, participants mentioned that the costs associated with keeping up-to-date with technological 
change and complying with regulations associated with such changes, inhibited them from engaging 
in CSR practices: 
 
“Technology changes too fast and we need to invest and keep up with competition. 
So, this means extra capital.” (Participant 21, CFO, Food) 
 
This finding is in alignment with the literature that has demonstrated that rapid technical changes, 
along with regulation, could hinder CSR if competitors could leverage their technology access to keep 
prices low (Gürhan-Canli et al., 2016).  
 
4.5.2 Summary  
In line with literature, participants indicated that cost is the main obstacle to CSR. Cost of CSR relate 
to a number of issues such as legal compliance, high HR costs such as wages for employees specialised 
in CSR, training and development or costs of upgrading technology to accommodate production 
practices that are eco-friendlier. Participants indicated that the highly competitive manufacturing 
global sector does not allow them very large profit margins. In addition, customers’ expectations for 
environmentally friendly products are not met by accepting the costs associated with ensuring such 
products comply with these demands. Government does not incentivise through its programmes or 






4.6       Non-Financial Obstacles To CSR 
 
4.6.1 Stakeholders as obstacles to CSR initiatives 
In the discussion on the legislative obligations of manufacturers and their impact on costs, participants 
referred to the role of government as the regulating body. The government was identified as a slow 
participant in technological change, hence, their compliance issues were identified by participants as 
detrimental to the future of the sector:  
 
“Australian government does all legislation. Companies have to abide by that, but 
then it makes them cost uncompetitive when they're competing against low-cost 
regions around the world. And that's probably what's happened a lot with a lot of 
the industry here, where there's so much safety legislation and etc. etc. and you just 
can't compete against India or China, places like that, anymore. So, a lot of the 
industries in manufacturing are slowly leaving the country.” (Participant 15, 
Supply Chain Manager, Plumbing) 
 
While technology changes quickly, regulation that best matches technology was slower. 
Governments, at least in many Western economies, are viewed as bureaucratic and inflexible; they 
also lack flexibility and are dominated by bureaucratic inefficiencies which are seen as hindrances to 
CSR (Klomp & Clear, 2018; Haski-Leventhal, 2016). There were eight participants who saw the 
legislative role of the government as an obstacle to CSR in their operations: 
 
Sometimes we can get involved in very heavy bureaucratic situations with the 
government, and we wish that the government was a little bit more flexible in terms 
of the paperwork they expect from us, in HR for example, or for certification 
purposes.” (Participant 18, GM Operations, Chemicals). 
 
One participant in the industry manufacturing motorised aids for people with disabilities saw the role 
of the government as supporting CSR initiatives by subsidising customers, while simultaneously 
supporting business growth and further product advancement. Such industries depend on low-earning 





“Our customers have a limited budget as they are physically impaired. They hardly 
survive with their pension. The government needs to subsidise their specialised 
products more generously so we can afford to invest in more innovation that will 
make our products long-lasting and more affordable.” (Participant 9, CEO, 
Motorised Aid Equipment) 
 
Similarly, other low profit industries face CSR difficulties without government support in many 
countries, particularly in the West where operational costs are much higher (Wickert et al., 2016). 
Overall, the role of government was seen as negative and as an obstacle by 16 of 25 participants. In 
addition, given the high level of bureaucracy indicated above, four participants saw the government 
as self-driven, self-motivated, focused on political benefits and having little interest in the role of CSR 
in business. In fact, where CSR is often most practised, in northern European states, for instance, CSR 
was generally perceived to have more support from governments in those countries (Knudsen et al., 
2015).  
 
“We need more support from the government, but they only look to support 
initiatives that will bring them more votes. They never offered any substantial 
benefit, just bureaucracy.” (Participant 21, CFO, Food) 
 
Three participants mentioned that they tried to apply and qualify for government subsidies; however, 
they found the process very costly, possibly reflecting their inability to outsource to specialists in the 
tendering the process: 
 
“What I've found, the types of things whereby you could get grants and that ... The 
red tape was very tough, was very onerous. The conditions and the obligations to 
government in terms of applying are quite onerous, and you virtually couldn't do 
it.” (Participant 11, GM, Building) 
 
Even when government attempts to intervene to facilitate CSR initiatives, the process of application 
itself is overly cumbersome. Another participant appeared reluctant to seek any government subsidy 




“We don't get direct funding from the state government. We don't need it, but we 
don't want it. We don't want the interference.” (Participant 24, CFO, Forestry) 
 
One participant called the government an “irritant” (Participant 8, CEO, Motorised Aid Equipment); 
another “irrelevant” (Participant 16, GM Production, Plumbing). A third mentioned that businesses 
who want to adopt CSR initiatives “will do it whether they're required to or not” (Participant 10, 
MD, Building). This shows the commitment by the manufacturing sector to proactive engagement 
with CSR and that motivates for undertaking beneficial actions can be self-sustained. A fourth person 
questioned the thoroughness of government audits in CSR-related issues such as environmental 
certification, implying a “tick box” mentality: 
 
“They are not proactive, they're passive. They have their guidelines. They give us 
an audit, which is not very often, and if they have inquiry, we have a reasonable 
answer. They just accepted it.” (Participant 5, Production Manager, Furniture) 
 
Four participants shared the view that the government could be more helpful in supporting businesses 
in their CSR initiatives, either with rewards and recognition, or assisting with R&D support: 
 
“I would say that the government can do much more to help us in CSR; it's a fact 
that we are not recognized enough if we are doing CSR properly.” (Participant 18, 
GM Operations, Chemicals) 
 
Interestingly, however, no participants indicated a desire for any government mandate on CSR, 
although tax relief was an area where they saw the government could possibly incentivise CSR. 
Another participant showed disbelief in government’s initiative to interfere with businesses and 
dictate closely how CSR should be adopted and executed by manufacturers: 
 
“But I think they can encourage businesses; they could reward and recognise 
businesses. They can do these sorts of things to promote it, but they should never 





These perceptions show that to encourage positive CSR actions or even proactive CSR, the 
government needs to be seen as a collaborator and relevant stakeholder. The more the government 
can encourage CSR, including subsidising it, while facilitating how businesses incorporate CSR into 
business routines, the more likely CSR is to be adopted. For instance, in countries such as Germany 
tax incentives are provided (Steurer, 2010). In other cases, such as India, the government forces firms 
to apply part of their profits to CSR (Singh & Verma, 2014). Three participants saw the role of the 
government in CSR as neutral, in general: 
 
“Very neutral to this business. I mean they talk a lot about CSR, they do nothing. If 
they do have subsidies, they're so over-regulated and administered they become 
inefficient. Much better to just do it on your own.” (Participant 20, GM, 
Automotive) 
 
Six participants saw the government as supporting their CSR initiatives and providing incentives via 
subsidies such as solar energy (Participant 7, Sales and Marketing, Textiles), exporting subsidies and 
employee training (Participant 5, Production Manager, Furniture), or by simply being a customer 
(Participant 11, GM, Building). In such cases, where government is seen as providing support and 
benefits to CSR, not only are businesses encouraged to adopt CSR, they are also more likely to be 
proactive in their application rather than reactive. In effect, government support makes CSR more of 
a positive experience, particularly if government works with businesses to ensure that CSR is 
incorporated as part of daily business routines and decision-making (Robins, 2008).  
 
Two participants saw the benefit of government regulation in CSR-related issues as a positive step 
towards creating awareness, and in promoting best practices in business which otherwise might be 
reluctant: 
 
“Yeah, I think often government and legislation changes can be the initiator and 
getting people/companies to actually react and respond.” (Participant 15, Supply 
Chain Manager, Plumbing). 
 
In addition to encouraging CSR, the government can also guide its implementation process 
application, particularly in industries or businesses that may be less aware or knowledgeable about 
relevant practices. As an example, Denmark has been a leader in CSR application, where the active 
role of government is seen as one of the main reasons why businesses have generally done better there 
130 
 
in the application of CSR (Vallentin, 2015). This has included active knowledge sharing and 
encouragement through education, and not just offering monetary incentives. 
4.6.2 Obstacles to CSR from company leaders and shareholders 
A lack of commitment to CSR by senior management was brought up as an obstacle by five 
participants; another indicated the attitude of shareholders and their expectations mainly on 
profitability was a major obstacle to CSR initiatives: 
 
If shareholders want only profits, this means they are not happy to sacrifice some 
to develop CSR activities, in which case managers cannot do much.” (Participant 
8, CEO, Motorised Aid Equipment) 
 
While costs are often cited as a major reason why CSR is not applied, shareholders, and their focus 
on profits or processes that exclude CSR, are also cited in the literature as reasons why some 
companies are either passive about CSR or avoid it altogether (Barnea & Rubin, 2010). Managers 
may have an incentive to apply CSR as a way to enhance reputation, but shareholders are often more 
sensitive to overall costs, and may not see or focus on the long-term strategic benefit that CSR could 
provide. Additionally, senior managers, on the other hand, might not commit to CSR initiatives due 
to a “tick box mentality” (Participant 1, GM, Consumer Water Systems), “apathy” (Participant 6, 
GM, Textiles), or lack of understanding:  
 
“Your leadership's gotta be on board, and if they're not on board you're not gonna 
get anywhere. Some leaders can be very Old School in their thinking, so they might 
look at social responsibility and think it's all fluff, it's just HR nonsense, and they 
don't really go as far as they could.” (Participant 14, GM HR, Plumbing) 
 
Three participants though appeared very sympathetic to the challenges of the senior team in balancing 
the economic, social and environmental aspects of CSR, and often with the differing demands from 
stakeholders. 
 
“Look, the main obstacle is that, even in my business at the minute I'm going 
through, it's actually trying to get the balance between the three, right? Sometimes 
trying to get the blend of those three. I don't think it's that easy, I think you gotta 




The issue of catering to different and, at times, competing stakeholders’ demands that could dilute 
specific CSR, is an issue also appearing in the literature (Ingenbleek & Immink, 2010).  
 
4.6.3 Customers and competitors inhibiting CSR 
Competitors were mentioned by four participants as an obstacle to CSR initiatives due to lowering the 
costs of their operations and imposing extra cost pressures on manufacturers: 
 
“You see it because the cost pressures of doing work, and a lot of building industry 
people work on very low margins, and a lot of them only just quote to keep their 
people employed because, you know, the cost pressures are extensive.” (Participant 
11, GM, Building) 
 
The issue of local production costs, an issue close to Australian businesses, was also mentioned by a 
participant: 
 
“We need to remain competitive in manufacturing with neighbours that they have 
very low cost. That to us is a challenge. We do want to do the right thing. We don't 
want to cut corners but remaining competitive, can get hard from time-to-time.” 
(Participant 18, GM Operations, Chemicals) 
 
For similar cost-related reasons, customers were perceived by 10 participants as posing an obstacle 
for CSR activities. The main issue raised was that while customers expect top quality products and 
compliance with certifications for quality assurance and environmental compliance, they also expect 
low costs, which was viewed as a contradiction by manufacturers working in already low-margin 
sectors. Similar to what was mentioned earlier, the cost of doing business and competition effectively 
make CSR too expensive:  
 
“Consumers want cheap, so we have to find ways to produce cheap. The consumers 
do not want us to increase our costs due to CSR. This is a challenge.” (Participant 
21, CFO, Food) 
 
Another participant mentioned how demands from customers for lower prices place pressure on 
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business choices and on personal values: 
 
“Sometimes the feeling that you do not do the right thing is very hurting. They want 
cheap. They want cheap, they don't care about the rest.” (Participant 5, Production 
Manager, Furniture) 
 
The evident feeling of disappointment and frustration was complemented by the feeling of being 
powerless in decisions related to CSR, including helplessness to change customer attitudes: 
 
“The customers ... That's society as a whole, I think, because everybody is driven 
by getting the cheaper product. So, like, it's a whole vicious cycle really.” 
(Participant 22, CFO, Food) 
 
Similar to having multiple stakeholder interests potentially diluting CSR, customers and competition 
could be seen as part of wider divergent interests that limit CSR activities:  
 
4.6.4 Lack of education as an obstacle to CSR 
Education is seen by three participants as a solution to customers’ priority for low costs over CSR: 
 
“We need to increase the awareness of the community to recycling and preservation 
of resources instead of focusing on the cheapest material or the quickest way of 
being provided with the materials we need. We need the government to invest and 
educate the community on CSR so, us, the business can then meet the demands of 
the consumers.” (Participant 25, GM Operations, Recycling and Waste 
Management) 
 
One participant brought up the education that is required to change the broader attitudes towards 
consumerism and identified the lack of education as a key obstacle for CSR:  
 
“Why at schools we do not promote values that do not deal with consumerism? The 
media promote role models with expensive cars, houses, or holidays, then people 
learn to focus on money and to become, if they want to become, happy. That is, I 
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think, the main issue. That is the main problem. This is where the problem of CSR 
starts.” (Participant 16, GM Production, Plumbing) 
 
Combined with this lack of education and awareness around the issues of CSR, the culture of 
consumerism and instant gratification was identified by four participants as a deeper reason behind 
the restricted choices that manufacturers often have to make in implementing CSR. This discussion 
indicated an awareness of the multiple dimensions of what constrains CSR initiatives; there also needs 
to be awareness in education institutions, media, and campaigns to control consumerism and 
alternative values that promote CSR: 
 
“It comes to the point how a human being is being raised. With what kind of 
responsible family this human being is being raised. Our kids get spoilt so they 
clearly, me, me, me. This is what is detrimental for our job, affected by the one big 
society because of the individualism, because of the selfishness.” (Participant 5, 
Production Manager, Furniture) 
 
The literature supports the idea that education, particularly higher education among managers, and a 
better knowledge of social needs are likely to be key in helping wider stakeholders and interest groups 
in accepting CSR, as well as in businesses (Randy & Davis, 2016). Education helps society to 
appreciate the potential benefits of CSR. Both in developed and developing countries, greater 
pressure, through competition with companies that apply CSR, but also greater education, are 
potentially the two most effective ways in which CSR can be better incorporated into business 
processes (Sobczak et al., 2006).  
 
4.6.5 Summary 
In this part of the discussion, participants elaborated on the obstacles of CSR that do not relate directly 
to financial business objectives. The discussion was dominated by the role of government, which was 
perceived as generally being unsupportive in the involvement of manufacturers’ in CSR. The reasons 
indicated are low responses of regulation to technological change, excessive bureaucracy inhibiting 
everyday operations and a focus on political benefits rather than efficiencies for the business sector.  
Shareholders and company leaders were identified as an obstacle due to their focus on profitability, 
while managers might become apathetic to CSR due to the stress of dealing with conflicting 
stakeholders’ expectations. The lack of education on CSR has been identified as an obstacle, where it 
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affects the perception of customers and the overall community on what CSR is about and how it is 
implemented by manufacturers. Literature supports these findings on the role of education on 
changing attitudes of stakeholders. 
 
4.7 Integration into Strategy and Communication with Key Stakeholders 
 
4.7.1 Integration into strategy 
 
In response to the question on “How CSR is integrated into your overall MS?” participants were asked 
to discuss whether or not they perceived CSR as being integrated into their company’s overall business 
strategy, and the extent of integration. Sixteen of the 25 participants expressed their confidence that 
CSR was integrated with business strategy and responded in a positive way to the respective question. 
There was no observable trend for specific business size or industry in terms of application of CSR 
strategy. Overall, of the group of 16 participants that indicated integration of CSR in their overall 
strategy, 12 considered CSR to be fully integrated into their overall business strategy and the 
remaining four had partial integration: 
“It's very much integrated into our core being.” (Participant 4, GM Marketing, 
Appliances) 
 
“It is (fully integrated). It's embedded within how we do business.” (Participant 23, 
GM and CSR Compliance, Forestry) 
 
These responses indicate that many of the companies have thought about ways in which CSR could 
be integrated, either through strategic planning or as part of formal implementation such as the Global 
Reporting Initiative (GRI) a volunteer reporting system on CSR implementation strategies. In the 
literature, CSR is argued to be best integrated through formal processes that are a part of a strategic 
plan and formal strategic process, including through establishment within KPIs (Galbreath, 2009). 
Research has shown that firms that integrate CSR formally into the business process and are proactive 
in their strategic integration, rather than simply reactive, are more likely to be CSR-compliant and 
have positive business results (Tolhurst, 2015). Five participants confirmed that their strategic 
integration is formal, similar to what the literature shows as a positive CSR integration (Brown-Liburd 
& Zamora, 2015), where CSR is established through an established strategic plan:  
“We have it in your values and mission statement and regular planning activities, 
like incorporating into your strategic planning activities, so then when you are 
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profiting for the next one year or five years, then you will care about what you are 
going to do with your CSR efforts.” (Participant 22, CFO, Food) 
 
One participant mentioned that CSR elements were fully integrated into the business strategy but are 
not identified as CSR: 
“CSR was always part of our strategy although, formally, we might not call our 
practices under the CSR umbrella or have specific KPI called CSR. CSR is in 
everything we do from corporate governance and reporting to our environmental 
certifications and our HR practices. So, from this perspective, it is fully integrated.” 
(Participant 25, GM Operations, Recycle and Waste Management) 
 
The view that CSR is part of normal business activity and not differentiated from other business 
objectives by name or definition was shared by four participants, while the remaining 12 indicated 
that CSR was clearly named and identified in their strategies. The literature also supports the 
understanding that this perspective is more likely to lead to positive business outcomes, where CSR 
compliance is achieved (Russo & Tencati, 2009; Yuan et al., 2011). In the case of the participants, 
they explained that CSR was viewed as normal business activity mainly in the areas of economic or 
environmental compliance issues: 
“We do not separate CSR to our customer service or our transparency of reporting 
or environmental compliance. It is integrated into our core business.” (Participant 
4, GM Marketing, Appliances) 
 
This consideration of CSR as a business activity that is integrated within business activities and 
strategy suggests the commitment and acknowledgement of CSR’s contribution to business success, 
where profitability and long-term survival are evident: 
“We believe that these issues [CSR] is important for the long-term sustainability of 
the company.” (Participant 21, CFO, Food) 
 
In such cases, companies that tend to incorporate CSR as part of their strategic framework and 
planning are also more proactive in seeking to apply CSR without necessarily being pressured 
(Torugsa et al., 2013). Four participants had indicated that CSR was partially integrated with their 
overall business strategy. This relates to the business life cycle, in cases such that a business in survival 
mode will have less focus on CSR integration. These companies indicated a focus on issues that 
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protect their compliance and avoidance of financial penalties as their key priority. Their CSR activities 
are a part of their strategy and the focus is on the degree of integration, or whether certain activities 
are viewed as part of the strategic objective due to the life stage of the business. In such examples, a 
very competitive environment and low margins often force companies to be more passive in CSR 
strategic integration or to minimise CSR strategic integration (Karaer et al., 2017; McWilliams et al., 
2006). The issues of survival and non-adoption of CSR outside of financial profitability are evident 
in such cases: 
“It's very hard to allocate resource for social needs and environmental needs when 
you might not be there tomorrow. It can be very difficult at different times, 
particularly for businesses that are struggling for survival.” (Participant 10, MD, 
Building) 
 
Manufacturers did integrate CSR in their overall strategy through processes in areas of environmental 
compliance, HR legal obligations, customer services processes, reporting and corporate governance. 
Performance on CSR was measured with KPI-relevant areas of business strategy. 
 
Eight participants reported the integration and monitoring of CSR through a HR KPI relevant to 
environmental compliance, another three linked it to financial KPIs, and two each to reporting and 
corporate governance, and customer service processes: 
“CSR relates strongly to aspects of corporate governance in terms of finances and 
reporting or HR. That is an absolute legislative operation, operating obligation we 
have, or certifications of the environment.” (Participant 18, GM Operations, 
Chemicals) 
 
Integration of CSR with strategy has often focused on environmental issues, which covers many of 
the areas where business strategy and CSR compliance are integrated (Chuang & Huang, 2016; 
Romani et al., 2016). In such cases, sustainability and green manufacturing and products dominate 
CSR issues for manufacturers. The CSR activities mentioned as fully integrated with strategy relate 
to issues of legal compliance that will automatically be part of the formal strategy. Although in 
previous sections and discussions on CSR initiatives they were perceived as incentives and benefits, 
the philanthropic characteristics of CSR were present to a large extent. However, no KPI was reported 
in measuring the impact of these initiatives in business performance, possibly indicating a lack of 
developed ways in which to measure impact. Alternatively, this could reflect that philanthropy reflects 
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given values of the business, but there is no ostensible business measure within a KPI for such CSR 
activity. 
 
Six of 25 participants saw CSR as not being integrated within strategy. For two of them, integration 
of CSR in the business process was important and was part of future managerial projects and 
objectives. There was acknowledgement that alignment of CSR with the rest of the strategic objectives 
is important: 
“One of the things, which we don't do as well as we should, is incorporating the 
environmental and the social into the business planning stage. And we really don't 
integrate CSR in business strategy, and again, this is where the business here is sort 
of intrinsically does the right thing, but hasn't formalized it well.” (Participant 1, 
GM, Consumer Water Systems) 
 
Amongst four participants, no reason was given for strategic integration of CSR, or it was viewed as 
separate to the rest of their business objectives: 
“From the perspective that CSR is taking care of the interest of owners and 
customers and employees, our practices ARE the strategy, they do not need to be 
more integrated.” (Participant 5, Production Manager, Furniture) 
 
High costs, greater competition and dynamic markets, along with low margins, often mean CSR, when 
it is applied, is less likely to have a clear strategic focus or integration into wider strategy (Sinkovics 
et al., 2014). Furthermore, a key to CSR application is often stakeholder pressure, particularly 
customers/consumers and the wider supply chain (Helmig et al., 2016). Companies that feel less of a 
competitive reason for CSR often have a proportional desire to implement CSR. The reason for not 
seeing CSR as an integral part of their strategy might relate to participant perception of the term and 
process of strategic integration. There is also a possibility that the integration of CSR objectives into 
business strategy might require resources not currently available, or it is a low priority. 
 
4.7.2 Communicating CSR with stakeholders 
In order to investigate the way CSR is integrated into overall business strategy, a question sought to 
elaborate on ways CSR is communicated to stakeholders. From the interviews, 19 of 25 participants 
frequently and systematically communicated their CSR initiatives to key stakeholders, in both formal 
and informal ways. All company sizes and industries are represented in this group. Of the 19 
participants that indicated their communication of their CSR initiatives, informal systems of 
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communication were reported by six, formal systems of communication were reported by three 
participants, and a combination of both formal and informal systems were reported by another 
participant. A typical response included: 
“Simple informal communication, and more formal communication, such as 
newsletters, annual meetings with shareholders, our customer information leaflets, 
and marketing material.” (Participant 16, GM Production, Plumbing) 
 
One participant differentiated the occasions when informal or formal communication would be used 
as a strategy; the type of investment involved dictated the form of communication used:  
“We don't have something that says, ‘This is our CSR, we are good guys.’ We 
communicate it in every day. If there was a special or significant investment, all 
that would become part of formal communication.” (Participant 20, GM, 
Automotive) 
 
Informal systems of communication were meetings and ad hoc everyday communication, where 
management and employees share their knowledge on CSR initiatives, with discussions including the 
impact of CSR: 
“So, we'll get the whole team together, and we use that as an opportunity to talk 
about, ‘Okay, by the way, we've also taken these (CSR) initiatives.’ A bit of a Town 
Hall meeting to talk about what's happening in the business.” (Participant 1, GM, 
Consumer Water Systems) 
 
Two participants saw informal communication as appropriate given the small size of the company, 
where personal contacts made it feasible to communicate CSR initiatives: 
“Informal channels are more appropriate for the size of our company, 10 employees 
such as team meeting and management briefing.” (Participant 9, CEO, Motorised 
Aid Equipment) 
 
No other stakeholder group, other than employees and management, was discussed as being the target 
of informal communication. All the other stakeholder groups, such as customers, suppliers, 
shareholders, the public and legislative bodies, were informed on CSR initiatives through formal 
communication channels such as letters. Employees and managers also received CSR-related 
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communication through formal channels, including newsletters, surveys and direct communications 
from the CEO by letter, for example: 
“[The CEO] wrote personal letters to every staff member explaining where the 
business was in terms of strategic objectives ... the type of journey the business 
wanted to embark on and how we wanted to change it, so that I felt like engaging 
people on a more personal basis.” (Participant 11, GM, Building) 
 
As part of the formal communications, websites were reported by 11 participants; newsletters were 
indicated by six as being a primary avenue of communication with stakeholders. For small and large 
companies, formal systems of communication were reported by participants in relation to 
communicating with shareholders, legislative bodies, the public or customers. Shareholders were also 
informed via annual meetings; customers’ communication regarding CSR also utilises promotional 
material: 
“We do a lot of marketing, direct marketing to architects and designers, in 
particular, to support them with information, to help them promote and specify our 
products.” (Participant 10, MD, Building) 
 
Promotional materials have been reported as a way of communicating with community groups 
affected by business operations, with two participants indicating the use of this style of 
communication: 
“We had brochures that were on the counter that we would have, which talked about 
some of the community relations things that we were doing, whether it be waste 
improvement or water efficiency and stuff like that. We had a little environmental 
report.” (Participant 17, GM Production, Chemicals) 
 
One of the participants, a specialist in CSR, indicated that the choice of informal or formal systems 
for communicating CSR was dependent on the stakeholders on the receiving end of business actions, 
which indicated his understanding of the use of communication systems for maximum and strategic 
impact: 
“It depends who our stakeholders are. Often, we deal with them through an 
information strategy, providing them with information. We may look to involve them 
in decision-making, consult with them, collaborate or even empower them to assist 




A combination of formal and informal communication has been shown to be effective for integrating 
CSR into business strategy (Chaudhri, 2016). The key purpose of CSR communication is to create a 
positive image for the company that then translates into positive business results. Communication 
style has to be appropriate for the stakeholder group addressed. This helps the company to reinforce 
CSR adoption. In communication strategies, providing a degree of knowledge that stakeholders can 
understand and appreciate is part of a successful communication strategy (Golob et al., 2017). 
Applying a communication strategy that presents a type of mutual understanding of stakeholder needs 
is also shown to be applicable for a successful CSR strategy (Elving et al., 2015). Rather than 
presenting a purely economic reason for CSR adoption, demonstrating empathy and genuine concern 
for stakeholders is more effective. Interestingly, companies also engage in strategic ambiguity in how 
they apply CSR (Scandelius & Cohen, 2016). This is the case when multiple stakeholders might be 
present with competing interests. Some stakeholders might be more interested in keeping prices low 
than in CSR concerns, while, in other cases, customers might want some indication of CSR activities. 
Providing strategic ambiguity to both types of interests may happen if companies are seeking to 
placate multiple interests. Thus, the message and delivery of CSR have to be clear and focused for the 
relevant stakeholder groups.  
 
4.7.3 Summary  
The majority of participants indicated confidence on the integration of CSR into their overall strategic 
objectives and ongoing communication with stakeholders was a means to achieving this integration. 
Both formal and informal channels of communications contributed to positive perceptions of CSR by 
stakeholders. CSR has been formally integrated into strategic plans and key performance indicators 
(KPIs), or it is practised extensively as an everyday task without specific reference or differentiation 
in policies, customer processes, reporting and compliance. Participants indicated their commitment 
and acknowledgement of CSR contributions to their objectives. For those that indicated partial or non-
integration of CSR, there was acknowledgement of the importance of acting on this in the future, 
where participants indicated costs and dynamic and constantly changing market competition as the 







4.8 Overall Discussion of Findings 
 
CSR has played an important role in how manufacturers operate in Australia, as demonstrated by the 
participants’ responses. There is wide disparity displayed in its understanding, but at least some 
dimension of CSR is understood and most of the manufacturers participated in some form of CSR, 
even if only reacting to the needs and events around them that prompted CSR activity. This essay 
contributes to the existing literature by defining CSR from participants’ perspectives. Manufacturers 
indicated a lack of clarity on the social and environmental aspects of CSR in relation to financial 
aspects, as there is overlap in their impact on business strategy. They also indicated that the term 
“CSR” was heavily weighted towards social aspects and, hence, misleading for everyday practice in 
business affairs. Strong questions emerged on whether CSR should refer to financial activities as they 
are part of the business existence and not in any way a choice or preference. Thus, manufacturers’ 
recognition that CSR as a term is not practical, is a key finding of this work.  
 
Contradictions were found among manufacturers, namely, that manufacturers want to perform actions 
that provide benefits to society, but, at the same time, they were mostly motivated by the financial 
benefits that would accrue from given CSR actions. This indicated the potential dilemma that some 
manufacturers face—given actions might have greater societal benefit but the action undertaken is 
often motivated by how it benefits the manufacturers rather than the stakeholders who might most 
need assistance. Most of the findings on benefits and incentives show profits, reputation and employee 
retention were key drivers of given actions. The contribution of this essay is that the personal 
preferences of the manufacturers regarding the perceived social and environmental benefits, but not 
financial benefits, to the broader shareholders form part of their decision-making process. However, 
the final CSR strategy implemented will be driven strongly by costs and the financial performance of 
the business. These contradictory choices were viewed by the manufacturers as difficult and 
frustrating and, potentially, influenced them towards CSR implementation commitment. 
 
There was also a disconnect between environmental actions and a lack of immediate awareness on 
how environmental actions could benefit firms. Manufacturers are unclear about the benefits of their 
environmental responsibilities, although they see them as a necessary part of their work, mostly for 
compliance reasons. This is a new contribution to the existing literature that does not differentiate 
between commitment to adopt an environmental CSR. The results demonstrate that, often, 
communicating the need and importance of given environmental actions might be necessary, 





Costs were the greatest hurdle to given actions, along with the bureaucratic hurdles which have not 
been widely discussed in the literature reviewed. In this work, the government was mostly seen as an 
obstacle with its regulatory and bureaucratic practices. The government either does not provide 
policies to encourage CSR or there is a disconnect between the reality of firms implementing CSR 
and the need to support business actions imposed by government authorities.  
 
CSR was often seen as part of a wider strategy for manufacturers. Participants indicated that CSR 
activities are not separate from their overall strategy. They did suggest CSR was, or could be, at least 
part of given manufacturing strategies being undertaken. The integration of MS theory with CSR 
theory is a literature contribution of this work to the existing literature, which presently does not 
emphasise this link. The role of broader stakeholders that drive manufacturing strategy is an issue that 
could explain the revision and expansion of MS theory to incorporate aspects of stakeholder theory, 
as indicated in the second essay of this dissertation in the section 3.7, “Revised Framework: The role 
of CSR in the manufacturing exporting environment”. Similarly, the integration of CSR with overall 
MS and the methods of integration are not well addressed in the existing literature. This essay has 
highlighted the scope and effort required to integrate CSR with applied manufacturing strategies, 
although integration does not seem to be generally formalised, even though many companies did make 
CSR part of their central business strategies. As part of integration, manufacturers generally used a 
mixed formal and informal approach in communicating CSR to their employees, customers and other 
relevant stakeholders. 
 
The interest of the participants in the welfare of their employees emerged as a stronger incentive than 
previously indicated in the overall literature. Their interest in this group was predominantly to 
encourage high morale or productivity. Manufacturers showed an inclination to provide benefits to 
their employees with their welfare as a main priority, although they also struggled with the obstacles 
created by the costs. This is a new contribution to the existing CSR literature. Employees are seen to 
be a great resource for studying manufacturers’ interests in CSR, with the morale and financial 
performance of the business in mind, as they address employee concerns.  
 
4.9 Concluding Thoughts 
 
The overall findings demonstrate that, despite the relatively limited sample of only 25 participants, 
there is wide correspondence of the findings with the literature on how CSR is perceived, including 
the benefits it brings as well as the incentives, barriers and its general application. There is a good fit 
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between most of the participant responses and the literature, the latter was discussed in Essays One 
and Two, respectively. It should be noted that the majority of the managers interviewed were not 
specialists in CSR, but that CSR was only a part of their professional responsibilities. Interviewing 
purely CSR professionals could provide a different perspective from that of general managers or 
employees, hence, the differences between CSR professionals, managers and general employees can 
be explored in future research studies. The participants from more general areas of management 
provided a broader perspective as to how CSR is implemented and manufacturers’ understanding of 
it.  
 
There was also difficulty in contacting participants for interviews, thus the sampling was not 
systematic and depended on participants being willing and available to participate. A more systematic 
study would make the findings more representative of the wider body of manufacturers. Potentially, 
the participants would be high-level company managers or those most responsible for CSR application 
in manufacturing firms. The clearer information would provide insight into policies related to CSR 
within firms. On the other hand, general managers and employees are also useful, as they could 
provide their perspective on the more practical, day-to-day experiences with the implementation of 
CSR. 
 
The contributions of this work to the existing literature are both literature related and practical. In 
literature, the role of broader stakeholders could be suggested as an integral part of MS theory, which 
links Stakeholder Theory and CSR conceptual frameworks closer to MS theory. A number of new 
contributions for industry and policy resulted from this work and add to the findings of the existing 
literature. As indicated, the term “CSR” and the social and environmental aspects of the term would 
benefit from clarification. This would assist manufacturers in using the term on an everyday basis and 
also to integrate it more effectively into strategy. The overlapping roles of the economic, social and 
environmental aspects of CSR are also a source of confusion, and further clarification would have a 
positive impact on manufacturers’ understanding of CSR.  
 
The difference between the perceived benefits of environmental responsibility and the strong incentive 
for its implementation based on compliance obligations, is a finding that deserves the attention of 
future research. The emerging role of employees beyond their impact on profitability, including for 
social reasons, is another finding that adds to the existing literature and also deserves the attention of 




In accordance with the literature, costs are a major obstacle and financial benefits are discussed in the 
financial incentives section, 4.4.4(vi). This essay suggests that the motives of manufacturers might 
also involve personal beliefs and preferences that affect decision-making. There is an interest by 
manufacturers to apply CSR in areas that fit moral or ethical beliefs; however, ultimately, financial 
performance often governs the choices made. These motivations can be further addressed in future 
research. 
 
Similarly, the role of government is often seen as an obstacle, although, in the majority of the existing 
literature, the view is unclear. Government was seen as being distant or aloof from how CSR is 
applied, which is an area that government bodies may want to consider in future policymaking. More 
incentives, lowering costs and limiting the bureaucratic hurdles that limit CSR are actions the 
government might enact to encourage more CSR activities by manufacturers. While manufacturers’ 
communication strategies are often beneficial and align with the wider literature, potentially, better 
communication between manufacturers and government policymakers could improve CSR adoption, 
or make it more efficient by minimizing the bureaucratic procedures or unnecessary costs.  
 
Based on the findings of these essays, future endeavours could focus more on systematic sampling of 
manufacturers, including exporters, SMEs and large firms, to gain a full range of information on how 
various manufacturers approach CSR. Additionally, building on these and future results, surveys, 
rather than time-consuming participant interviews, could be used to expand the sample number, which 
would also present more quantitative results. Utilising more comprehensive literature reviews to 
identify the research gap could also guide the types of questions asked in interviews or surveys, which 










This dissertation investigated the role of manufacturing strategy (MS) along with corporate social 
responsibility (CSR) through a literature review, conceptual approach and interviews with Australian 
manufacturing sector representatives. The common thread between the three essays (chapters 2, 3 and 
4 respectively) was the integration of MS and CSR, as the dissertation presents and argues for the 
integration and use of CSR as a key concept in the manufacturing sector and strategy.  
 
The focus of this chapter is to present the empirical, practical, literature and policy contributions from 
the three essays. The research objective and findings of the essays are briefly revisited, followed by a 
more detailed presentation of the different contributions. The subsequent section outlines the 
limitations and future research opportunities. The chapter concludes by summing up the contribution 
of the whole dissertation and bringing the work to a closure.  
 
5.1 Summary of the Three Essays 
 
The overarching research objective (RO) explored via the three essays in this dissertation was:  
 
To understand the current manufacturing picture and, in particular, how CSR is defined and 
understood within manufacturing sector, including the barriers to and motivations for CSR adoption 
in the manufacturing sector.  
 
Essay 1 (chapter 2) focused on a systematic literature review of CSR from 2013-2017 with the main 
aim of identifying CSR and MS choices, including in relation to theory, incentives and barriers, 
definition of CSR, initiatives for CSR, focus areas (i.e., social, economic and/or environmental 
categories), and types of manufacturers (SMEs or large businesses). The essay looked at the different 
CSR dimensions: economic, social and environmental, along with ethical, philanthropic/ volunteer 
actions undertaken by the firms (Guo et al., 2015; Russo & Perrini, 2010). The literature (Essay 1, 
chapter 2) highlighted that CSR research is better known in developed versus developing countries. 
The majority of the literature focused on corporate performance and employee retention in relation to 
CSR and manufacturing, while costs were often found to be a key concern in adopting CSR. The latter 
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is reflected in the current literature, where CSR has disproportionally concentrated on corporate 
financial performance (CFP) and, secondarily, on employee retention.  
 
The second essay (chapter 3) provided a background overview of MS and CSR in relation to trading 
in new markets, which included explaining decision categories (DCs), competitive priorities (CPs) 
and capabilities as components of MS, and how CSR could fit within this focus. The essay evaluated 
Skinner’s (1969) original theory of MS and its subsequent development (Hayes & Wheelwright, 1984) 
in relation to global strategies of firms and how they attempt to improve their market position while 
also considering CSR adoption. In assessing how CSR can be incorporated and integrated by 
manufacturers, this essay distinguished the role and influence of international trade on MS and how 
companies formulate their policies. This essay suggested how CSR can be incorporated as part of 
DCs, CPs and capabilities in global strategies. The essay proposed a revised framework wherein ways 
to integrate DC and CP categories with CSR dimensions can be used for the formulation of successful 
strategies to benefit both foreign and domestic markets. 
 
The third and final essay (chapter 4) focused on Australian case study interviews that asked 
practitioners about their experiences and perceptions of CSR integration as part of manufacturing 
strategic business choices. During the interviews, this essay further explored the literature with respect 
to CSR reasons, benefits and inhibitors (Essay 1, chapter 2). Stakeholder concerns and how those 
concerns are integrated by the manufacturers was also investigated during the interviews, along with 
where CSR is positioned in the overall manufacturing/business strategy (Essay 2, chapter 3).  
 
5.2 Contributions of the Dissertation 
 
This dissertation is among the first studies to make contributions in assessing the role and function of 
CSR, utilising empirical case studies, and bringing together MS and CSR concepts. Table 5.1 lists the 
contributions of this dissertation in the realms of empirical, practical, literature and policy dimensions. 
The contributions, in addition to demonstrating the benefits of this research, also create a foundation 
















(CSR in MS 
Literature 
Review) 
1. CSR dimensions are 
not always clearly 
defined (e.g., 
philanthropy). 
2. CSR dominant 
reason for adoption is 
linked with 
shareholders. 
3. Costs limit extent of 
CSR dimensions 
implementation even 
though CSR adoption 
is generally positive for 
companies. 
1. Focus on CSR 
growing in developing 
countries. 
2. Differentiate between 
CSR motives and 
incentives, as defined in 
the literature, and as part 
of future research, by the 
practitioners. 
3. Need more theoretical, 
conceptual and 
quantitative papers. 
1. Costs of adopting 
CSR strategies have 
to be addressed for 
their impact on 
overall business 
strategies. 
3. Incentives for 
CSR driven by 
policymakers do 









1. CSR needs CPs, DCs 
and capabilities 
integration. 
2. CSR can be used to 
help drive exporting 
manufacturing. 
3. MS literature is not 
focused on broader 
stakeholders. 
1. CSR and MS 
integration is required for 
the industrial sectors. 
2. CSR and MS can help 
exporting manufacturers. 
3. CSR can empower 
manufacturing with focus 
on broader stakeholders. 
1. Need for industry 
to integrate CSR 
with MS. 
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3. Motives and 
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adoption are not always 
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1. CSR and MS 
integration is required. 
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understanding of how 
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3. CSR can assist the 
profitability, but main 
obstacle is costs 
associated with its 
implementation. 
4. Employees are 
motivated to do more in 
CSR. 
1. CSR and MS 
synergies are not 
well understood by 
manufacturers. 
2. Incentives for 
adoption of CSR by 
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Table 5.1: Empirical, practical, literature and policy contributions of the dissertation 
 
The different interpretations of CSR dimensions were brought to the fore in essay one (chapter 2). 
Cost, as one resource, was both a reason for its adoption (from shareholder’s perspective), and also a 
hurdle that impacted CSR adoption. The main contribution to literature includes a re-evaluation of 
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MS within the context of CSR. Up to this point, the literature on CSR and MS, as applied together, is 
scarce. Essay 2 (chapter 3) brings these two topics together conceptually with a literature review, 
supplemented by practitioners’ views as part of Essay 3 (interviews, chapter 4). Values and morals, 
for instance, are not part of the MS literature; however, as found during the second essay (chapter 3), 
local considerations that incorporate values and norms as part of the social concerns are important 
components of successful strategies as manufacturers attempt to enter foreign markets. Integrating 
CSR as part of developing CPs, DCs and capabilities has not been formally considered before. While 
formal testing of integrating CSR with MS is required, the dissertation provides a first step in this 
process through recommending avenues where CSR best fits the components of MS.  
 
Further outlining the conceptual work (essay 2, chapter 3) included defining how MS and CSR can 
be better integrated into trading in new foreign markets strategies, along with capabilities, DCs and 
CPs. Routines are critical for capabilities and CSR could be developed as part of manufacturers’ 
routines by integrating CSR strategies in the manufacturing processes and the KPIs. The main 
capabilities that require focus to successfully benefit international trade are costs, robustness, 
relationships and having dynamic capabilities that can adjust to new market conditions (Patel et al., 
2012; Boso et al., 2013). As discussed in Essay 2 (Section 3.4) and also in Essay 1 (Section 2.4(d)(ii)), 
and Essay 3 (Section 4.4.4), reputation plays an important role in how customers perceive 
manufacturers, and helps suppliers to obtain more business opportunities relative to their competitors 
(Hoejmose et al., 2014).  
 
One benefit of CSR is that it mitigates uncertainty in market conditions by helping reputation and the 
retention of talented employees. It is not just a matter of keeping costs low but being reputable can 
create positive perceptions in the minds of customers. CSR not only helps this concept but also 
provides the ability to be responsive and the robustness to keep up with customers’ changing needs 
(Kristianto et al., 2017). It was found that companies that can quickly focus on their customers and 
adapt to their needs are better able to win orders. Thus, incorporating CSR can provide attentiveness 
and responsiveness to customers and communities in different countries more quickly. The 
reorientation of capabilities not only addresses foreign concerns but also those of domestic markets, 
as discussed in essay 2 (section 3.7). CSR is an area that allows manufacturers to create positive 
perceptions in the minds of customers (Groza et al., 2011) whilst simultaneously demonstrating their 
responsiveness to both domestic and international markets. 
 
The qualitative data collected via the interviews in the third essay also demonstrated that CSR has 
scope to be integrated within existing strategies. In such cases, manufacturers integrated CSR in areas 
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where they foresaw it benefitting their company generally in the short-term and could demonstrate a 
return-on-investment such as the retention of employees or further expansion in existing and new 
markets. The qualitative data highlighted the need to have a better understanding of how CSR 
integrates with strategies, particularly as manufacturers pursue paths to expand their markets 
domestically and internationally. Furthermore, in developing theory on CSR, studies could focus on 
the potential tension between profit motives and CSR needs in areas with lower profit margins. The 
interviews (essay 3) started the conversation on differentiating between CSR motives and incentives, 
as viewed within the literature, versus the practitioners’ views. Delving further into this area may 
further incentivise companies to pursue certain CSR activities. 
 
Furthermore, as revealed during the interviews (essay 3, section 4.7), manufacturers have rarely 
integrated MS with CSR. From manufacturers’ perspectives, further clarity (to be undertaken as part 
of future research) is required on what activities and initiatives constitute CSR, and how they can be 
integrated as part of their strategies, which in turn could translate into improved ROI. Future research 
also needs to identify how competing stakeholder interests and demands can be balanced with 
companies’ profit-seeking strategies. 
 
Essays 1 and 2 (chapters 2 and 3 respectively) did not provide direct empirical contributions to this 
dissertation. Essay 3 (chapter 4) focused on case study interviews from manufacturers in Australia. 
The interviewees showed a general understanding of the term CSR that mostly aligns with common 
available definitions, such as those of the European Commission (2002), which emphasise the 
importance of social, environmental and economic responsibility. In general, the view was that 
financial, reputational and employee retention benefits accrue from applying CSR. Firms, including 
smaller manufacturers that develop a vision with their relevant and most important stakeholders, show 
potential for economic growth and cohesion within the firm. Therefore, integrating MS and CSR could 
have long-term benefits for firms. Although smaller companies may face challenges in applying CSR 
due to the costs involved, financial and market incentives also exist for smaller manufacturers in 
applying CSR initiatives. 
 
In the areas of practice addressed by this dissertation, several contributions were made. The first 
essay, the Literature Review, indicated that much of the CSR research has been focused on developed 
countries, indicating the potential to refocus research in developing countries. Incentives and motives 
are yet to be clearly differentiated, and companies need to be more motivated to adopt CSR 
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components so that incentives do not simply encourage CSR but, rather, CSR social needs are also 
fulfilled simultaneously.  
 
The literature review (Essay 1, chapter 2) also revealed that in the last few decades, CSR has been 
declining in developed countries as they are losing their strong industrial leadership positions, which 
emerged as a motive for re-addressing MS as part of the decision-making. The conceptual focus of 
the CSR discussion was extended as part of Essay 2 (chapter 3), which highlighted that CSR is not 
always aligned with industry interests, particularly as financial performance and employee retention 
are often a key focus of why companies apply CSR. CSR needs to be better integrated into MS 
practices that can promote positive international trade development as well as addressing important 
CSR initiatives. Such integration can assist industry to be better repacked and developed to meet 
competitive markets. Providing broader benefits in addition to profits could help ensure areas of CSR 
that may not be as profitable, such as philanthropic initiatives, could be of increased interest.  
 
The interview with industry representatives (essay 3, chapter 4) revealed the clear potential benefits 
to industry if CSR and MS are closely linked with one another. The benefits, however, can only be 
achieved with greater managerial understanding of how components of CSR can fit better into MS. 
More practically for manufacturers, the findings of this essay can be utilised to demonstrate where 
gaps in knowledge, the current business environment and wider corporate concerns may limit CSR 
and MS integration, particularly under dynamic market conditions. Empirically, from essay 3, the core 
concepts of CSR (economic, social, environmental, philanthropic) are still sometimes confused, which 
could be clarified with better education among the business decision-makers. Manufacturers in the 
future need to consider how they want to approach MS along with CSR, so that both long-term and 
short-term organisational objectives address foreign and domestic goals. Industries do not always 
consider personal values, yet personal values and local norms and concerns are important in successful 
aspects of global strategies. Integrating philanthropic CSR, something not highly focused on by 
manufacturers, could also help develop overall business strategy and benefit business objectives. For 
example, volunteering time and offering technical support or education to community organisations 
can raise the profile of the business resulting in positive perceptions by customer and potential 
employees.  
Policymakers (potentially via the medium of government incentives) should begin to see that 
fostering manufacturing objectives could also mean that firms better integrate CSR within their MS. 
If manufacturers are better able to leverage incentives for CSR, they can improve their market share 
in both foreign and domestic markets. Successfully developing CPs, DCs and capabilities (see essay 
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2, chapter 2) also means that companies could improve their proactive approaches to CSR as they 
expand to new markets. Practically, this can only be achieved when CSR-related costs are not very 
resource intensive and a clear ROI can be demonstrated, keeping in mind that some returns may take 
a long time, they can be intangible and hence challenging to quantify. When trading in unknown 
markets, the host country may determine the extent of importance of CSR dimensions with different 
stakeholders, especially the customers. Accordingly, a manufacturer may have to tailor the extent of 
the CSR communication to the host on a market-by-market basis. CSR initiatives often tend to be 
concentrated in a few areas such as environmental protection and actions that benefit employees. 
Expanding to other areas may require better communication between governments and companies and 
within companies, while also efficiently utilising the resources spent on CSR. 
Accordingly, policymakers, in designing programs and strategies, should consider how production 
and operations evolve to address foreign markets while factoring and balancing CSR-related interests. 
This includes efficiencies and new technologies being developed, while standardisation and 
customisation of products are required for alignment with international versus domestic focus. As 
mentioned previously, developing policies that integrate CSR and MS can assist with such initiatives 
accompanied by better training for managers in both respective areas. Greater attentiveness and 
incentivization by policymakers on ethical and social values to drive corporate behaviour will also 
encourage companies to act ethically, an element of CSR. Government rewards for industries’ positive 
actions that also alleviate harm or ills to society could better encourage MS and CSR integration. 
 
Majority of the interviewees (essay 3, chapter 4) highlighted the financial incentives driving CSR, 
nevertheless, motives also indicated that social values can act as key drivers. Surprisingly, the 
ecological environment was viewed as less of a motivating force, suggesting that environmental 
benefits are usually more remote or removed from managers who see the more direct social or 
economic benefits in actions applying CSR. The findings suggest that where motivations and financial 
benefits of CSR do not align, manufacturers are more likely to apply CSR actions that have the most 
strategic impact. Furthermore, aspects of CSR are broadly understood, but clearer definitions will 
render them more understandable to management and employees alike. In the future, government and 
other agencies can address this point by further clarifying the meaning and interpretation of CSR for 
manufacturers and developing respective educational and communication initiatives. 
 
Overall, looking at the policy applications from the three essays, it is evident that policies should not 
simply be aimed at lowering costs or developing more efficient technology, but also have a strategic 
intent that has an impact on wider communities, employees, and reduces the production impact on the 
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environment. These aims could be manifested in developing capabilities that reflect a combined 
understanding of MS and CSR. For example, the framework in essay 2, section 3.7, proposed the 
integration of CSR with DCs, CP and the capabilities of a manufacturing strategy. Policies that address 
this broader role of CSR in MS could generate more strategic benefits for businesses and the broader 
community. 
 
5.3 Limitations and Future Research Opportunities 
 
The main limitation of the first essay (literature review) was its lack of empirical evidence. The essay 
was based on journal articles published within the last five years that focused only on the 
manufacturing sector, and ranked A/A* on the ABDC list. These criteria meant that the broader CSR-
related literature was not included in the essay. Conducting a more systematic assessment across 
different journals could be another way to modify the research in the future. It is evident in essay 1 
that personal values play a role in CSR and its shaping in companies, however, the literature review 
was generally narrow and only utilised 42 academic articles. This is a low number for a systematic 
literature review (see, Jesson et al., 2011, for guidelines on a literature review). Although the number 
of 42 academic articles has been viewed as adequate for this dissertation, a wider literature review 
should use different criteria including something other than the ABDC list. 
 
The second essay was conceptual in nature and focused on articles about the manufacturing strategy 
and trading in new markets of developed countries, irrespective of industries or countries. The reality 
is that MS and international trade can have differential effects since industries vary in the types of 
products they manufacture. In addition, government actions used to encourage manufacturing 
development are likely to differ from one country to another, thus making it difficult to capture the 
relevance of MS, its evolution and its implications for global trading for all developed and developing 
countries. The difficulties include how CSR is understood by different stakeholders within these 
countries. Reviewing different countries and their cultures might be more appropriate than taking a 
broad stroke approach, as was applied here. In effect, looking at nuances within and between countries 
could give insight into the cultural variations in how CSR and MS are applied at global levels. It is 
evident that different cultures have different approaches and expectations of CSR. How that affects 
CSR in different countries, as companies attempt to expand to new markets while developing domestic 
ones, is not currently clear. These focus areas could, therefore, help to improve the study of CSR and 




Among the limitations of the qualitative study (essay 3, chapter 4), the focus did not differentiate 
between the size of industries and economies of scale could affect the way in which firms apply CSR 
(Russo & Perrini, 2010). Interviews were conducted in different sized firms and their selection was 
based on a snowball approach and did not systematically focus on certain industries within the 
manufacturing sector. Specific manufacturers were interviewed purposefully rather than sampling 
based on industry and size representation within Australia’s overall manufacturing sectors. Future 
research can test the interviewee’s perspectives via a large-scale survey. Assessing more person-
specific drivers could be another focus, including the barriers in CSR decision-making compared with 
the economic or social reasons. How an individual may affect the uptake and development of CSR is 
also poorly understood. The interview findings demonstrate a lack of focus on philanthropy; 
expanding on this could be another key focus. In assessing the application of CSR within 
manufacturing firms, perspectives by managers who foresee CSR as part of their responsibilities were 
sought. It needs to be acknowledged that how CSR is understood can be seen to vary from business 
to business.  
 
The above-mentioned limitations open avenues for future research. For instance, both essays 1 and 3 
(chapters 2 and 4 respectively) highlighted the need for CSR to be relevant to a given time and place. 
Focusing on cultural norms and personal values from different countries could allow researchers to 
see why CSR is adopted differently in different countries. Future research also needs to investigate 
changing cultural norms (see, van Marrewijk, 2003) in different business environments that could 
affect CSR integration with manufacturers’ strategies. The impact of the volunteer and philanthropic 
behaviour that is driven by proactive CSR should be more closely considered and developed further 
in the analysis of the business integration of CSR with MS. Last but not least, evaluating what drives 
and motivates firms, in general, needs to look further at how motivation at both individual stakeholder, 
and organisational level, plays a role, and how incentives such as the need to create CSR policies that 
assist business may play an important role in how CSR is applied.  
 
5.4 Final Wrap-Up 
 
The dissertation is now completed and has accomplished the research objective laid out in the 
introduction chapter. While there are limitations, they lead to future research areas. This dissertation 
has highlighted the lack of clear integration between CSR and MS, as well as the need to more closely 
integrate the two theoretical areas of research into a wider and more developed strategy. However, to 
differentiate one form of business from another, CSR provides an opportunity for manufacturers to 
demonstrate that they can also be of benefit to society. The literature currently treats CSR and MS as 
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mutually exclusive, whereas the contribution of this dissertation indicates the necessity for them to be 
treated as part of a larger strategy. CSR provides clear benefits through improved financial 
performance, enhanced employee retention and a better overall reputation for firms. However, there 
is also a lack of clarity about the meaning of the phrase CSR and how CSR can be applied to derive 
strategic benefit. In the future, companies need to be creative so they can address the more significant 
social needs while also maintaining CSR as a profitable way to manage a business. This is a challenge 
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This project investigates the conditions and influences that lead manufacturing firms to adopt specific 
aspects of corporate social responsibility (CSR) and reject others. What incentivises or inhibits 
manufacturers to develop and implement CSR related strategies and the reasons behind their strategic 
CSR choices is in the centre of this project.  In the wake of major corporate scandals, there has been 
renewed interest in CSR to limit companies from practicing what is deemed as unethical or detrimental 
behaviour.  
The use of CSR sees that corporations have interests that go beyond the needs of their shareholders 
and are beholden to society’s interests as well. For manufacturers, there has also been increased 
pressure to adopt social responsibility considerations that go outside of immediate economic rewards, 
where wider stakeholder interests are considered. The literature has investigated reasons why they 
have adopted CSR. Its application is shown both as an incentive and inhibitor for manufacturers as 
they seek to justify the economic, social and environmental investment required for activities and 
expected return. However, in making CSR strategic decisions and plans, the weight of each factor in 
affecting decisions to adopt CSR is unclear, as companies have to determine relative costs versus 
benefits obtained. For Australia, manufacturers’ decisions-making on adopting or rejecting CSR 
provisions are unclear. 
 
2. Research design and methods 
The method to be undertaken in this study is semi-structured interviews conducted with 
manufacturing decision-makers, such as managers and other subject matter experts who have 
knowledge about or are in position to apply CSR to manufacturing decisions.  
 
3. Use of existing stored data  
Please list any existing stored data that you plan to use as part of the project e.g. health or employment records used for recruitment, or comparison. 
Please include in your answer: 
▪ The type and number of records being accessed 
▪ Whether the records identify individual people 
▪ How you will obtain permission to use them (consent from individuals or permission from custodians of non-identifiable data). 
(See the National Statement Chapter 3.1 and Chapter 3.2; and Section 25 of the Deakin Guidelines for more information.) 
No existing stored data will be used in this project 
 
4. Risks and benefits 
Give a summary of the expected benefits of this project  
The research has benefits for academia, as it enhances understanding of CSR within manufacturing 
strategy research. For industry, the benefit is it enables manufacturers to perceive what sets of 
factors and their influence are likely to affect future decisions, particularly as they might attempt to 
create situations where they may adopt CSR. 
Give a summary of the expected risks of this project and how they will be managed 
This should include any risks to participants, researchers, to the environment or to Deakin or other organisations (see the National Statement on 
assessment of risk for more information). 
There is no foreseeable risk to participants or relevant persons attributable to the conduct of this 
study. The participants in the research are highly skilled in dealing with the issues that will be 
broadly discussed in the interviews, and in this sense the research is covering every day, 




As the researcher, how will you monitor the progress of the research?  
You should include details of planned communication between members of the research team (e.g. face to face meetings, email, telephone or Skype) 
(see the National Statement Chapter 5.5.3 for more information). 
The supervisory team will provide oversight of the student research in accordance within agreed 
policies, timeframes and reporting requirements. 
 
6. Resources 
Please explain the amount and source of funding (sponsorship, tender, grant etc.). If there are specific resources required for the project how will they 
be provided? 
HDR funding from the Faculty of Business and Law research office will be requested to: 
(1) cover travel to interviewee in the State of Victoria  
(2) provide a small incentive for participation in the interview as a gesture of appreciation (eg., 2018 
diary) 
(3) transcribing of the interviews.  
 
7. Conflict of interest 
Do any of the researchers or others involved in this project have any conflict of interest in relation 
to it? If so, please explain how this will be managed (see the National Statement on Conflict of 
Interest for more information). 
There is no conflict of interest. The researcher does not share any interest on a personal or professional 
level with the organisations or participants included in the study. As part of the snowballing process, if an old 
acquaintance meets the selection criteria, and is included as part of the interviews, the consent and 
withdrawal from the interview process will be made clear to them. It will also be reiterated to them that they 
are under no pressure to be involved in the study, and can withdraw at any time. 
 
PARTICIPANTS 
8. Describe your participant group/s 
Please include the following information for each participant group how many participants you plan to recruit: 
▪ a justification for the number of participants chosen for each participant group  
▪ the inclusion and exclusion criteria. 
(See the National Statement Section 4 for more information.) 
There will be about 20 - 25 interviews, lasting approximately 60 minutes. The study seeks to 
represent the total manufacturing sector irrespective of company size and industry. The companies 
will represent different industries of the manufacturing sector and will include both large and small 
size firms. Participants will need to meet the following criteria in order to be included in the group: 
• They are senior managers and employed by the company for at least 2 years 
• Have a strategic role in identifying, developing or implementing CSR initiatives within the 
organisation.  
• Maximum 3 participants will be from the same organisation. 
9. Explain your recruitment process  
Please include the following information for each participant group:  
▪ How will you locate the participants that you plan to recruit? If through existing records or contact lists, please explain how this will be 
done in a way that does not infringe privacy requirements.  
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▪ How will initial contact be made? 
▪ If you plan to use a document or spoken statement e.g. flyer, letter, advertisement, phone call, please attach a copy of the document or 
script to this application. 
▪ Will the participants be screened? 
If there is a screening tool, please attach a copy. 
(See Section 8 of the Deakin Guidelines for more information.) 
Australian Manufacturers will be identified from the Australian Manufacturing Registry 
http://www.australianmanufacturing.com.au/business-directory-2 
The researcher will aim to interview at least 2-3 people from each company involved in 
manufacturing, and so therefore a total of 10-15 companies will be involved in the research.  
Manufacturing companies will be contacted until this number is reached. The total number of 
interviews will be between 20 to 25.  
The Researcher will initially identify 50 suitable companies to be contacted based on their publicly 
listed information in regard to their industry related activities, number of employees and revenue to 
ensure that the sample is not biased towards a specific industry or size. 
Initial contact will be undertaken by telephone to identify the person that could become the point of 
reference for locating senior employees that meet participants’ criteria. This process will be repeated 
until at least 10-15 companies have been identified.  
The student researcher will send an email invitation to potential participants who meet these 
requirements (see text of email attached). Participants will be informed that participation is 
completely voluntary and confidential. Participants will also be informed that pseudonyms will be 
used in any reports and publications that results from the interviews. No screening will be required 
other than consideration for meeting the participant criteria. 
CONSENT 
10. Describe the consent process 
There are a variety of ways in which consent can be established, most commonly by giving participants a Plain Language Statement and Consent 
Form (PLSCF) or by return of survey. You may wish to consult Section 9 of the Deakin Guidelines for more information. Please include details such as: 
▪ how and when you will provide consent materials to your potential participants 
▪ how, when and to whom participants will indicate their consent. 
(See the National Statement Chapter 2.2 and Chapter 2.3 for more information.)  
Participants will be given a Plain Language Statement, Consent Form and Withdrawal of Consent 
Form (attached to this application). Consent and withdraw of consent forms will be sent to 
researcher via email. Consent forms will be collected before the process of interviewing starts and 
withdraw forms can be sent from participants at any time during the process. When a withdrawal of 
consent email is received from any of the participants, all interview data collected from that 
participant will be excluded from further consideration and will be deleted forthwith.  
 
11. Will there be reimbursement of expenses or incentives to participate? 
Where expenses will be reimbursed please state: 
▪ the nature of the expenses incurred by participants 
▪ the maximum value of any intended reimbursement. 
Where incentives to participate are offered, please explain: 
▪ why you consider that the proposed incentive will not encourage participants to take risks they would not otherwise take. In doing so, 
please consider both the risks associated with participation and the value of the incentive, relative to your participant group.  
(See the National Statement Chapter 2.2.10-2.2.11; and Section 8 of the Deakin Guidelines for more information.) 
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As mentioned earlier, a small incentive for participation in the interview as a gesture of appreciation 
(i.e. 2018 diary) will be provided to the interviewees.  
12. Pre-existing or unequal relationships 
Do any of the proposed participants have existing relationships with the researchers, each other or with any other organization involved in the 
research? Please explain the relationships, and how you will make sure that participants do not feel pressured to take part. 
(See the National Statement Chapter 4.3; and the Section 22 of the Deakin Guidelines for more information.) 
The student researcher used to be an Industry Executive and Consultant. It is hence possible that one 
of the potential interviewees maybe an old acquaintance. There are no unequal relationships for this 
research. 
 
13. Does your project include children or young people under 18 years? 
If your project involves people under the age of 18, please answer the following questions.  
▪ What age group is involved? 
▪ Will parental/guardian consent be obtained? If the young people will consent on their own behalf, how their capacity to do this will be 
judged? 
▪ Is it necessary to involve people under 18? Could your projects be undertaken with adult participants?  
▪ Is the methodology appropriate for children/young people? 
▪ Is there any reason to consider that participation in the research is not in the best interests of the children/young people? 
(For further information, consult the National Statement Chapter 4.2; and Section 19 of the Deakin Guidelines.) 
No children or young persons below 18 years of age have been included. 
 
14. Language and communication issues 
Will your project involve people who cannot communicate easily in English? (e.g. people who are not confident English speakers, or who have a 
disability, such as a hearing impairment that requires special arrangements for participation). If so, please explain how translation/interpretation 
issues will be managed. 
(For further information consult Section 24 of the Deakin Guidelines.) 
All the interviews will be conducted in English and all managers will be well-versed in English 
given their daily operations. 
 
15. People in other countries  
If you are planning to undertake research in other countries, please answer the following questions. What are the legal and ethical requirements for 
conducting research in the designated country? 
▪ What arrangements will be in place for a local, readily accessible contact to receive responses, questions and complaints about the 
research? (National Statement Chapter 4.8.16) 
▪ How will the research be monitored on site?  
▪ Are there cultural sensitivities relating to the research? How will these be managed?  
If the research is to be conducted in a language other than English, please ensure that you have covered all relevant language issues under question 
14.  




CONFIDENTIALITY / PRIVACY 
16. Will you be collecting data in identified form? 
Data are generally divided into: 
▪ identifiable (also called personal): the person to whom the data relates can be established from the data – either because they are 
named, or information that identifies them is included (e.g. position in an organisation at the time) 
▪ re-identifiable (also called coded): the identifiers have been removed from the information and replaced with a code. 
▪ non-identifiable: the data were collected anonymously, or all identifiers have been permanently removed. 
Please explain the form in which the data will be collected. If you plan to collect it in identified form and later remove the identifiers, please explain 
how and when. 
(See Section 10 of the Deakin Guidelines for more information.) 
Data will be collected in re-identifiable form where identifiers will be removed and replaced with a 
code. Non-identifiable data will be used for the purposes of analysis. Participants will not be 
required to identify themselves on the audio recording. Pseudonyms will be used in reporting and 
publications. 
 
17. Storage of data 
Data storage should meet the requirements of the Research Conduct Policy which can be found in the Deakin Legislation and Policy 
Library. In most cases data should be stored securely at Deakin, for a period of at least five years after the final publication of the research 
outcomes. If the data will be stored in another location, please explain this, and how data security will be maintained. You should include: 
▪ whether the data will be identified/re-identifiable/non-identifiable 
▪ how security will be maintained (locked storage, secure server, etc.) 
▪ how long the data will be stored 
▪ if and when the data will be disposed of and how security will be maintained. 
(See Section 10.8 of the Deakin Guidelines for more information.) 
All information collected will be stored on a password protected computer and destroyed after a 
period of five (5) years. 
 
18. Publication of results 
(See Section 4 of the Australian Code for the Responsible Conduct of Research for more information.) 
How will you notify participants of the outcome of the research? 
Participants will be advised that a copy of the final report will be available on request. 
How will your research be reported/published?  
The outcome of this research project will be used towards the student’s thesis and subsequent 
publication in a journal article.  
How will you manage participant confidentiality?  
No personal information will be identified in any publication. Pseudonyms will be used where 
quotes are attributable to a given individual. No content of any quotes will be used that could 






*If the Head of School (or similar) is also a member of the research or supervisory team, a more 
senior member of University staff e.g. Dean or Associate Dean (Research) must sign the project 
as authorising officer. 
 
Part E: Attachments 














Please submit all 
documents via 
email to your 
faculty’s HEAG: 
 Faculty of Arts and Education  artsed-ethics@deakin.edu.au 
 Faculty of Business and Law blethics@deakin.edu.au 
 Faculty of Health health-ethics@deakin.edu.au 
 Faculty of Science, Engineering and sciethic@deakin.edu.au 
 Built Environment 
Please note: if the hyperlinks in this form result in an error message, return to 
the form and: 
1. right click on the hyperlink 
2. click on Edit Hyperlink 
3. copy the URL to your browser. 
  
A copy of the email confirming successful completion 
of the online human ethics quiz (for first time 
applicants only)  
YES 
A copy of any advertisements/flyers or other 
recruitment materials  
YES 
A copy of the Plain Language Statement and Consent 
Form (PLSCF) or other consent materials to be used in 
the project 
YES 
A copy of any survey, list of questions/topics for 
interviews, or other materials to be used in this 
project 
YES 
Any other documents to be supplied to the 
participants or used in the conduct of the project  
YES 
If you are proposing to recruit participants through 
organisation(s), a letter of support from the 






                                                                                                                                        
 
COPY OF THE EMAIL CONFIRMING SUCCESSFUL COMPLETION OF THE ONLINE 
HUMAN ETHICS QUIZ 
 
From: clouddeakin-noreply@deakin.edu.au <clouddeakin-noreply@deakin.edu.au> 
Sent: Tuesday, April 8, 2014 9:37 AM 
To: MARIA KLONA 
Subject: Human Ethics Quiz Results 
  
Hi MARIA KLONA (mklona), 
Congratulations, you have successfully passed the Human Research Ethics Training module. 
  
Please retain this email and submit a copy along with your first ethics application to either 
DUHREC or your Faculty HEAG. 
  
It is your responsibility to ensure that this documentation is supplied of evidence of your successful 
completion of the training. 
  
You should ensure that you remain familiar with the current ethics guidelines, policies and 
procedures in order to meet your ethics obligations. 
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RECRUITMENT EMAIL 
Research Project:  Incentives and inhibitors of CSR in Manufacturing sector,  
Project Number: BL-EC 67-17 
 
Subject: Invitation to participate in a Deakin University research study 
 
Dear_______ 
I am a student at Deakin University and I am conducting a study on what motivates or inhibits 
manufacturers to adopt CSR related strategies. The research focuses on the views of senior 
manufacturing decision makers in Australia and the factors affect adopting or shirking CSR 
application. 
The study involves an in-depth interview drawing on your experiences and insights as a business 
decision maker in business strategy and CSR.  The interview is completely voluntary and should take 
approximately 60 minutes. You are free to decline any question asked or withdraw from the interview 
at any time.  The interview will be audio recorded. The published results will neither identify 
participants’ names, nor provide any information which could lead to participants being identified. 
The anonymity of participants will be protected using pseudonyms, and all identifying features will 
be either omitted or changed as appropriate.  All aspects of the study, including results, will be strictly 
confidential and only the research team will have access to the original data.  
If you are interested in participating, please contact me at the email address or on the phone number 
provided. We will then arrange for a suitable time and location for the interview to be conducted. To 
ensure privacy and confidentiality the interview can take place away from your place of work. 
Attached is a Plain Language Statement which describes the project in detail. If you agree to take part 
you will be asked to sign the Consent Form accompanying the Plain Language Statement. I will 
collect the signed Consent Form from you prior to the commencement of the interview. You can 
retain a copy of the Plain Language Statement and Consent Form for your information. 
This research has ethical approval from the Deakin University Faculty of Business and Law Human 
Ethics Advisory Group (HEAG). 
The study will be conducted under the supervision of Associate Professor Ambika Zutshi, Dr. Jane 
Menzies and   Dr. Sukanto Bhattacharya of Deakin Business School, Department of Management, 
Deakin University.   
Thank you for considering your involvement in this project. 
Regards, 
Maria Klona  






                                                                                                                                         
PLAIN LANGUAGE STATEMENT  
Project Number: BL-EC 67-17 
 
TO:  Managers and Decision Makers participating in this study 
Plain Language Statement  
Date: 
Full Project Title:  Incentives and Inhibitors of CSR Manufacturing Decisions 
 
Principal Researchers:  Associate Professor Ambika Zutshi, Dr. Jane Menzies and   Dr. Sukanto 
Bhattacharya 
 
Student Researcher:  Maria Klona 
 
You are invited to participate in a study which seeks to   investigate the circumstances, conditions 
and influences that lead manufacturing firms to adopt specific aspect of corporate social responsibility 
(CSR) and reject some others.  
You have been identified as a decision maker with experience in the field of Manufacturing strategy 
and CSR. Considering your role, you have been selected as someone able to speak to the issues 
regarding this research project and provide relevant information.  
The following research questions will be addressed: 
 
1. What factors, including economic, social and environmental interests, and related sub-groups, 
lead manufacturers to adopt or avoid CSR-based policies in their business strategic choices? 
 
2. What is the weight of each of these factors and their priority for manufacturing strategy? 
 
3. Which stakeholders have greater influence on CSR choices?  
 
The project aims to help gain a better understanding on the factors that affect CSR related decisions 
in the manufacturing sector and it will enable manufacturers to perceive what sets of factors and their 
influence are likely to affect future decisions, particularly as they might attempt to create situations 
where they may adopt CSR.  
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Should you choose to participate you will be interviewed regarding your experience and views on the 
incentives and inhibitors in CSR related strategic manufacturing choices.  The interview will take 
approximately 60minutes. Interviews will be conducted at a time and location suitable to you.  
It is not anticipated that there will be any harm or distress to study participants. Participation is 
completely voluntary and you are free to withdraw from the interview at any time or decline to answer 
any question. If you elect to withdraw you may only do so prior to the final report being submitted. 
As an acknowledge of your support, a small gesture of appreciation will be made for your 
participation in this study.  
The findings from this research will provide a greater understanding on the role of CSR in 
manufacturing strategy and the challenges managers face developing and implementing CSR 
initiatives.  
You will not be asked to identify themselves in the written records of the interviews. All aspects of 
the study will be strictly confidential. Publications and reports stemming from this study will not 
identify participants’ names or provide information that will lead to participants being identified. 
Pseudonyms will be used where quotes are attributable to a given individual. You will be advised 
when a copy of the final report is available, a copy of which will be provided to you on request. 
All information collected will be stored on a password protected computer and destroyed after a 
period of five (5) years in accordance with University regulations.  
This research project has ethical approval from the Deakin University Faculty of Business Human 
Ethics Advisory Group (HEAG). The study project will be conducted under the supervision of 
Associate Professor Ambika Zutshi, Dr. Jane Menzies and   Dr. Sukanto Bhattacharya of Deakin 




If you have any complaints about any aspect of the project, the way it is being conducted or any 
questions about your rights as a research participant, then you may contact:  
The Manager, Research Integrity, Deakin University, 221 Burwood Highway, Burwood Victoria 
3125,  
Telephone: 9251 7129, research-ethics@deakin.edu.au 








                                                                                                                        
CONSENT FORM 
 






Full Project Title: Incentives and Inhibitors of CSR in Manufacturing Strategy 
 
Reference Number: BL-EC 67-17 
 
I have read and understand the attached Plain Language Statement. I freely agree to participate in this 
project according to the conditions in the Plain Language Statement.  
I have been given a copy of the Plain Language Statement and Consent Form to keep.  
I agree to allow the interview to be recorded. 
I agree to allow the interviewer to keep notes during the interview process. 
The researcher has agreed not to reveal my identity and personal details, including where information 
about this project is published, or presented in any public form.  
Participant’s Name (printed) ……………………………………………………………………  








                                                                                                                                                           
 
 
WITHDRAWAL OF CONSENT FORM 
 
 
(To be used for participants who wish to withdraw from the project) 
Date: 
Full Project Title:  Incentives and Inhibitors of CSR in Manufacturing Strategy 
Reference Number: BL-EC 67-17 
 
I hereby wish to WITHDRAW my consent to participate in the above research project and understand 
that such withdrawal WILL NOT jeopardize my relationship with Deakin University. I also 
understand that all interview data collected will be excluded from further consideration and will be 
deleted forthwith.    
 
 
Participant’s Name (printed) ……………………………………………………. 
 
 




Please mail or fax this form to: 
 
 Maria Klona  
mklona@deakin.edu.au  






                                                                                                                             
Template of Interview Questions 
 
 
Can you please confirm your position in the manufacturer you represent? 
 
How many years of experience do you have?  
 
What is your overall expertise and role? 
 
What does CSR mean to you? How would you define it? 
 
How your organization applied CSR standards in its strategic decisions? 
 
Can you tell me approximately when CSR became a key focus for your organization, and with what 
type of initiatives? Did the CSR priorities changed since then and why? 
 
Can you indicate some of the key CSR initiatives of this business in the area of economic 
responsibility / social/ environmental? 
 
Which obstacles did you encounter and how did you overcome them? 
 
Do the legal obligations constitute an incentive or an obstacle for CSR adoption and why?  
 
In absence of any legal obligation to adopt CSR in which initiatives would you involved voluntarily 
and why?  
 
What programs do you have in place to generate value and increase economic performance for your 
organization? 
 
What types of initiatives does your organization do that considers employee or worker benefits? For 
instances, are there clear procedures to bring up complaints against management, etc. regarding 
given practices. 
 
Do you ensure that in your supply chain there is emphasis on appropriate cultural and social 
programs in your suppliers that respect economic, environmental and social concerns for their 
employees and wider communities? Explain 
 
Can you explain how your organization approaches human rights? Are there considerations in 









1. Define in your own words, what is your understanding of Corporate Social Responsibility? 
 
 




3. When did CSR become a priority area in this organisation, and why? 
 
 
4. Can you please describe some of the key CSR initiatives in your organisation? 
 
 




6. Is CSR integrated in your overall business strategy? Why/why not? How? Give an example. 
 
 
7. What benefits do you believe the CSR initiatives have for the business? 
 
 
8.  From your perspective, what would be the main pressures your sector receives to implement 
CSR initiatives, and why? Why not? 
 
 
9. What are the common methods used in your organisation to communicate CSR-related 
initiatives to your stakeholders? Examples? 
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